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Founded 1855 


The Flit advertising campaign during 1926 will be almost 
double that of last year. Again Flit advertising will domi- 
nate in the household insecticide field. 


More than 4500 newspapers will carry the Flit message regu- 
larly to more than 19,000,000 families. 


The following national magazines will also tell the Flit story 
in color pages: Saturday Evening Post, Ladies Home Jour- 
nal, Good Housekeeping and Liberty. 


And furthermore—subway and elevated posters and car cards 
in New York and Chicago, and big space in foreign language 
newspapers will contribute to make this the biggest advertis- 
ing campaign ever run on a household insecticide. 


This big advertising is ready to make business for you. So 
get in a stock of Flit early—good profit, rapid turnover. 


Fit is the Highest Quality Insecticide That is Made by The 


STANDARD OIL CO. 
(NEW JERSEY) - 
26 Broadway, New York 











Three Dollars a Year 


Biggest advertising campaign 
behind any household insecticide! 































DESTROYS 
IN FOUR SIZES: 
Berets $4.00 per Doz. itoes 1 
ee ee 6.00 per Doz. hs . 
Pints with Sprayer... 9.00 per Doz. 8 
a an 10.00 per Doz. d Bugs : (i 
Gites: 56-2250. 33.00 per Doz. hes f 
y’ hold Insects Ge F 
Ys Y Ads ' ' 
ee '¥ Household 
2 OL The 
0es 4 sayy" CO. 
e 7 Division 
Join the vil RB 
Health Squad STROYS g\i 8s A 
Flies Birs te 
‘ g ond Their & -. 
Squitoes Thet ts te, we a 
o_.,.."™ “ 
STROYS Oths % EW JERSEY) 
Flies ' Bed Bugs z v8 mon 
Quitoes TT’ °aches Z 
—= BA Moths 7) Sane Z 
TROYS i conn ttt 2M. co. ew eRsey) / 








Advertising Index, Page 98 


Editorial Index, Page 19 














HARDWARE AGE January 21, 1926 





Heavy 
Hexagon Hardened 





LLY 


ANADIUM 


THE 


Neck Head 





Kt 










“‘Bite-Tite”’ 
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FINEST LINE NY 


OF 
HAMMERS 4 
HATCHETS 


Furnished in the Popular Sizes 
Nail, Ripping and Ball Pein Hammers 
Half, Shingling, Claw, Flooring and Broad Hatchets 


DROP FORGED, CHROME-VANADIUM STEEL. HIGHLY POLISHED. 
Each “Vanadium” Tool Is Tested and Packed in an Individual] Carton 


Kelly Axe & Tool Co. Charleston, W. Va., U. S. A. 
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_ MANY PROPERTIES 
DEMANDED OF 
DISSTON SAW STEEL 


The sternest test of steel making 
skill is the making of saw steel. 


For saw steel must have the best 
qualities of many different steels. 


It must be stronger than the steel 
beams which support great buildings; 


And tough as the armor-plate that 
protects a battleship; 

It must sharpen to a razor-keen edge; 

Be hard, like a bank vault’s door; 

Be springy as the mainspring of the 
finest watch; 

And polish like a precious metal. 


It requires a delicate balancing of in- 
gredients to secure all these properties. 
It takes skill and precision that only 
comes with years of steel making. 





Henry Disston began making steel 
in his own little saw works seventy 
years ago. He wanted steel maker 
and saw maker side by side to work 
out results until a better saw steel had 
been discovered. 


There the first crucible saw steel in 
America was melted. It made better 
saws than had ever been made—and 
the world soon found it out. 








For Disston Steel gave them a saw 
so tough and keen that its teeth stay 
sharp and it cuts with ease— 


A saw whose strength means clean, 
straight sawing for years— 

A shining blade that runs smoothly, 
easily, speedily, no matter how deep 
the cut. 

Strong, tough, springy, hard, sharp 
—that is the saw for your customer. 
Not a saw for today or tomorrow— 
but for thirty and forty years,it will 
cut clean, fast and true. 
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SAW MAKING 


When the largest saw factory in the 
world decided to make the finest saw they 
could—the result was bound to be a thing 
of great beauty and utility. 

They took Disston Steel, hardened and 
tempered it with unusual care; ground, 
set and filed it with great precision. 

A rosewood handle was fashioned. The 
blade was polished to a mirror-like bril- 
liancy. 

First—they made it useful; gave it those 
features for which Disston Saws are 
famed. Then they added beauty—of 
design—of finish. 

Old masters made the best saw they 
knew how to make—and they produced 
a masterpiece. 

It is known as the Disston D-115 Saw 
(skew-back) or D-15 (straight-back). 
Offer it to those saw users who want the 
finest saw to be had. 

Consumer price, 26’’ blade, $5.85 each. 


A MASTERPIECE OF 





The Disston D-115 Saw— 
a masterpiece of saw 
= making. Itcombines 
, beauty with all-around 
usefulness. 

















Selecting the Proper Saw 


(This is the third installment of a series 
designed to aid sales-clerks in selling saws. 
Installments 1 and 2 will be mailed any one on 
request.) 

Saws for General Use: For a hand 
saw of the greatest utility to the aver- 
age user, the choice depends largely on 
the individual preference of the user. 


The Disston D-8 saw is a favorite of 
carpenters and wood-workers. The 
blade is of medium width with a skew 
back. The saw is medium in weight. 


For a heavier, wider blade, recom- 
mend a Disston No. 12 Saw. It isa 
straight-back pattern and is an ideal 
saw for general work. 

When a lighter saw with a narrow 
blade is wanted, show the No. 7 ship 
pattern or the Disston D-20 skew- 
back or D-23 straight-back models. 

If your customer wants the finest 
saw in the world, show him the Disston 
D-115 skew-back or D-15 straight- 
back patterns, with rosewood handles. 

26-inch is the usual length for gen- 
eral work, 24-inch lengths are becom- 
ing popular also. Eight points to the 
inch is a medium size of tooth, being 
neither too fine nor too coarse. Rec- 
ommend it for general use in ordinary 
work, such as repairing porches, fences, 
doors, etc. In rip saws for ordinary 
use 534 or 6 points to the inch are the 
sizes of teeth most used. 


Give the Saw a Chance 


When you sell a saw, and your cus- 
tomer uses it once—then hangs it up 
in the cellar— 

And he needs it again in a month, 
only to find it covered with rust and 
unfit for use— 

Nobody profits. He’s disgusted with 
saws in general. 

When you sell a saw, give it a chance. 
Tell him it needs only a little ordinary 
care to last him thirty or forty years. 

Tell him to rub the surface of the 
blade, after using, with an oiled rag. 
And when he hangs it up caution him 











not to put it where the teeth will get 
knocked by other tools. 

Just a minute of your time giving a 
man these few pointers will pay us all 
fine dividends in good-will. 


When You Make a 
Thing for Yourself 


You generally make a thing right 
when you make it to use yourself. 

So, when Disston decided to make 
files for use in their saw shops, they 
wanted them better than any file had 
ever been made. 

Because a file that would cut faster 
and last longer would mean thousands 
of dollars in time saved alone. 

Disston steel makers began with the 
steel—and worked till they produced a 
steel that was hard, yet not brittle... 
a #teel that was exceedingly tough and 
durable. 

The teeth were cut in a special Diss- 
ton way, and the finished files were 
given to Disston Saw Filers. 

As a result—work was speeded— 
time saved—and less files used to the 
gross of saws sharpened. 

Ever since Disston Files have filed 
Disston Saws. Thirty-six thousand 
dozens of them are used every year. 

You can supply these better files to 
your customers. For Disston Files, 
the same as Disston Saw Filers use, can 
be secured by any hardware dealer 
through his jobber. 

There is a Disston file for every filing 


purpose. 
DISSTON SAW FILES 
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Extra Slim Taper 
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Published by HENRY DISSTON & SONS, INC., Makers of “The Saw Most Carpenters Use,” PHILADELPHIA, U. S. A. 
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STANLEY STEEL PLANES 


Now Stanley offers a new design and new features in the old 
familiar Stanley Bailey type plane. These latest additions to 
the line of Stanley Planes are much lighter in weight, and 
practically indestructible. The Bench Planes have a malleable 
iron frog and lever cap, and a steel base. The bottom and 
adjustable front of the block plane are of steel, and so is the 
lever or cap. Write for complete descriptions. 


THE STANLEY RULE & LEVEL PLANT 
THE STANLEY WORKS 


New Britain, Conn. 








New York Chicago San Francisco Los Angeles Seattle 

















No. $5, 14 in. long 
weight 3°74 Ibs. 


No. S4, 9 in. long 
weight 3 Ibs. 






No. $18, 6 in. long 
weight 114 Ibs. 
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The surest way to build 
PYREX business 1s to 
display the line—com- 
blete. 








PYREX | 


CONCENTRATION for 1926 
—and what this important 


merchandising policy means toyou \ 2% 


]  igpmeeses upon thorough investi- 
gation—upon facts obtained 
from dealers and their customers 
all over the country—the 1926 
PYREX line contains only the 
most popular, quickest moving 
items. All others have been 


on every dollar invested. And that 
is just what PYREX concentration 
on fewer items will mean to you— 
more liberal profits as well as in- 
creased volume of sales. 


A Pyrex item for 
every baking need: 


discontinued — simplifying the Handling Simplified epee 
PYREX line, and permitting a Round 
more effective concentration of fewer items make selling and Oval 
selling and advertising effort. handling easier, simpler—cutting ee 
This 1926 PYREX merchandis- down your overhead, and again Platters 
ing policy will benefit you very adding to the profit possibilities of Pie plates 
definitely—help you to increase your PYREX business. Stocking, ei 
your PYREX sales and PYREX packing, bookkeeping, invoicing, ma ae 


profits. 


ordering —all simplified, saving 
time and effort. 


Au Gratin Dishes 
Biscuit Pans 


Quicker Turnover Cake Dishes 
; Lo 
One of the chief advantages of re ae 
the simplification of the PYREX Easier to Display Covered Baking 
line will be a quicker turnover of _ Dishes 
your PYREX stock. With fewer One of the strongest sales stimulants i 
items to carry, you can concentrate in PYREX merchandising is display. Dishes 
your investment on the items of ap 90g sl sonar Se i Utility Dishes 
° a 1 1t. 

greater proved popularity —backed why many successful merchants keep pene 
by strong advertising, and meet- pyREX ware permanently displayed in Individual Ramekine 
ing an active, established demand. _ their stores. Pescsteter Sane 
That means more sales—more rapid Tea Pots 


turnover. 


Bigger Profits 


Every merchant knows that quick- 
er turnover means a bigger profit 


CORNING GLASS WORKS 


CORNING, NEW YORK 


With fewer items display is made 
easier, more effective. You can now 
show on a table or counter—the entire 
PYREX line—and yet keep your shelves 
adequately stocked to take care of your 
community’s requirements. 
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Ne 600 Peerless 


Made in sizes 6, 7 and 8 inch. 


You can be assured that in offering this new 
Pexto Plier to your customers that you are ofter- 
ing them one of the finest tools that it 1s possible 


to make. 

The Pexto Peerless Plier is of the side-cut- 
ting, lap-joint type. It is drop forged from a 
high grade, special analysis tool steel; has bev- 


eled head, full polished, with gun barrel finish 
on handles. Each plier is tested to cut 10,000 Ib. 


ouy wire. 4 


A trial order will convince you of the sales 
opportunities on this plier. ; 


THE PECK, STOW & WILCOX CO. 


SOUTHINGTON, CONN., U.S. A. 
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5,000,000 Poultry Raisers Need 
This Modern Poultry Fence 


New and scientific methods in the billion dollar poultry industry have brought an 
insistent demand for more and better poultry fence. No longer will “just any- 
thing” do. , 

Flocks must be carefully segregated. Runs must be moved at frequent intervals 

to provide the birds with fresh, green ranges and to forestall disease. This essen- Rolls out 

tial practice demands a poultry fence which can be easily and quickly erected, re- Like Carpet 
moved and re-erected again and again without sagging or bagging. Cuts quickly, 
U. S. Poultry Fence alone fulfills these requirements. It is the only netting which easily and 
can be stretched straight and true from post to post without the aid of top rail eninet qnaatt 
or baseboard. It is the only netting which can be taken down and put up time 
after time without bagging or sagging. 

Five million poultry raisers need this modern poultry fence. Buying time is just 
around the corner. Get ready now for the demand that is sure to come with the 
first signs of spring. 

And, in ordering your stock, be sure to specify U. S. Poultry Fence—not just 
poultry netting—for in no other netting can you obtain those outstanding feat- 
ures which successful poultrymen everywhere demand. 


Representative jobbers all over the country maintain complete stocks. Ifyou 
do not know the U. S. jobber in your territory, write us for his name. 


Indiana Steel & Wire Company 


Muncie, Indiana 


SE er 
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The Star Special Flexible Blades save breakage 
and have proved their cutting qualities during 
the last century. 


Star Special Flexible Blade is the result of evo- 
lution throughout the last forty-three years of 
which we have put concentrated effort to pro- 
duce a better Hack Saw Blade. 


Let us send you samples of the blade Free. 


“Makers Since 1883 ‘ 


v8 STARHACK SAWBLADE 


CLEMSON BROS., INC. MIDDLETOWN, N. Y. 
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7 Will bite into and 
pull brads or 00d 
nails thru a two _™ @ 
inch plonk 
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Already over 100,000 car- 
penters have bought Est- 
wing “Unbreaba ble,’ 
Hammers. Many of them 
have ordered other Est- 
wing Tools and thousands 
of them have written tell- 
ing us that at last, in the 
Estwing, they have found 
the First and Only handle 
strong enough for all jobs 
and lightest for its strength 
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SELL Them 


Estwing Tools sell on sight to 
carpenters, wood workers, me- 
chanics, farmers and household- 
ers. This attractive merchandis- 
er-carton attracts the eyes of 
customers and tells them of the 
new, patented features of these 
‘“‘Unbreakable’’Hammers. Your 
jobber’s salesman will explain 

Ow you can get this merchan- 
diser free. 











Carpenters Recommendations 


Boost Estwing Sales 


HE practical carpenter’s recognition of the advan- 
CT tazes of Estwing one-piece-forged-and-tempered- 

steel-head-and-handle construction and the comfort- 
able‘‘lifetime’ leather grip has resulted in a demand for Est- 
wing tools from two dependable sources: The man who owns 
one Estwing tool soon is convinced by the exceptional service 
it gives that his other striking tools should be of the same 
economical make. Everyone who sees them in use by ex- 
perienced workmen and learns of their ‘‘Lifetime’’ quali- 
ties wants to own tools like them. Forehanded dealers who 
have prepared their stocks to meet this demand are mak- 
ing a growing volume of profitable, satisfactory sales. 














_ ESTWING MANUFACTURING COMPANY 
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ochford, Illinois 
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Machine Screws 
Stove Bolts 
Tire Bolts 
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American Screw Co. 


PROVIDENCE , RI, 


WESTERN DEPOT 
225 WEST RANDOLPH ST., CHICAGO, ILL. 
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SARGENT HARDWARE 














in this time-saving and mistake- 
preventing feature. He quickly Saturday Evening Post. Write 
sees that he’ll save in labor cost 
and that the closer will work just 
as it should right from the start. 


That easy installation point, Booklet. 


New York: 92-98 Centre Street 


Aocks & Hardware 


satisfied. 


NEW HAVEN, CONN. 


IS PRICED AND PACKED BY THE 


Three times 


as easy 
to install 


The installation diagram 
packed with each speeds 
Sargent Door Closer sales 


SARGENT Door Closers are up however, is only an opening 
and working in a third of the wedge. There's the rugged, ex- 
usual time. A carpenter tells us 
that his men can actually apply 
three Sargent Door Closers to 
one of other makes. All because day in and day out for years. 
of the clear diagram with each. 

You can see right off what a 
selling advantage this fact gives 
you. Whether you’re talking to 
carpenters or the folks that want 
them for their doors. Even if a 
man is not going to attach the 
closer himself—though he can 
with a minimum of effort—he 
certainly is going to be interested of homes. Home-owners have 
seen them advertised in The 


pertly constructed mechanism 
that operates doors in stores, 
office buildings, etc., 


smoothly, 


Sargent Door Closers have a 
reputation for dependability. 
You can sell them with assurance 
that every buyer will be perfectly 


Feature Sargent Door Closers. 
Include the Sargent “520”—the 
handy smaller closer which is in 
great demand for the light doors 


for full information and prices 
today. Ask also for our Co- 
operative Advertising Service 


SARGENT & COMPANY, Hardware Manufacturers 


Chicago: 221-223 W. Randolph Street 


DECIMAL SYSTEM 
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JIMMY-PROOF 


LOCK 


e 
Lock of 
the Age 


Cannot be jimmied, 
sawed or forced. 


Made in Rim and FRANCIS KEIL & SON, INC., 


ae” 
a See ae 401-425 East 163rd St. New York, N.Y. 


Store Door. 





© 1925 by Francis 
Keil & Son, Inc. 







Established 1876 


Write for particulars. 
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“Life Insurance” In Screen Cloth 





Gray-Wick 
may cost 
a little 
more, 
a 
It is 
worth 
it. 
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service it gives. 


12 Mesh, No. 

: 14 Mesh, No. 
16 Mesh, No. 

No. 

18 Mesh, No. 


33 gauge 
33 gauge 
33 gauge 
34 gauge 
34 gauge 


Back of every lasting success there is a 
logical reason. The reason for the success of 
Gray-Wick Screen Wire Cloth is found in the 


Gray-Wick is produced from rust-resisting 
Open Hearth Steel made in our own furnaces. 
The wire is drawn in our own mills. Every 
operation from the raw material to the finished 
product is done under our own supervision. 


Gray-Wick carries an extra heavy electro 
zinc coating enameled with transparent var- 
nish. “Life Insurance” is built right into it. 


each way 
each way 
filler 
warp 
each way 
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GRAY-WICK 


Gray-Wick has a pleasing Gray color. When un- 
rolled it lies smooth and flat and not wavy. This isa 
great advantage to customers in applying it to screen 
frames. 

Every WICKWIRE BROTHERS Product is backed 
by fifty years of experience. | 


Our Other Brands of Screen Cloth 
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cf Cortland Black Enameled 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 
Your jobber will supply you. 
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SELF-OILING 
DUPLEX 


PUMP 










You will find Myers Self-Oiling Power 
Spray Pumps and complete Power Spray 
Rigs are now being used by leading 
fruit growers and farmers. Their per- 
formance in the application of spraying 
mixtures under high pressure qualifies 
them to be classed among the most 
efficient, economical and highly success- 
ful outfits on the market today. 






Positive self-lubrication, housed working parts, 
automatic control, dust, dirt and sand proof 
constructions, and other refinements in design 
and equipment—the culmination of over fifty 
years of pump building experience—stand out 
as mile posts of progressiveness in the devel- 
opment of spraying equipment, and bring to 
dealers new opportunities for sales and profits. 






SECTIONAL VIEW 


MYERS 
SELF - OILING 


ee 
, PUMP 






The pictures tell the story—there are styles 
and sizes for the small, medium or more exten- 
sive operations. At this the approach of an- 
other spraying season we solicit your inquiries 
and specifications for Myers Hand and Power 
Spray Pumps and Spraying Accessories. New 
Catalog, No. SP26, with information and prices 
mailed promptly on request. 


7 FEIMYERS & BRO. 


ASHLAND, OHIO. 


Manufacturers for over Fifty Years of MYERS HONOR-BILT PUMPS for Every Purpose. 
IN UNLOADING TOOLS - BARN. FACTORY and 
er led V9 eign DOOR HANGERS: STORE LADDERS. Etc. 






PATENTED 
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umbia Chictile Fence 


One Inch Spacing — Heights up to Six Feet 


Fulfills a Demand 

Customers have been asking for a real 
hinge-joint poultry fence with wires spaced 
close enough to confine little chicks and 
keep out destructive animals. A substan- 
tial market for such a fence is assured. 


Meets *‘Columbia’’ Standards 


We have overcome the mechanical diffi- 
culties of weaving such a fence through a 
new principle in fence machinery, and our 
new machines make this uniform, tightly 
wrapped poultry fence in a way that fully 
measures up to “‘Columbia”’ standards. 


It Costs Less Than Netting 


Its cost appeals to the purchaser. No top 
or bottom boards needed, only about half 
the posts and labor required for netting, 
yet a better enclosure. Costs less, erected, 
than poultry netting, and its long life 
means still lower cost per year. 


Easy To Put Up 


It interests the average prospect because 
it doesn’t take a mechanic to put it up. 
A quick, economical job and a good fence 
for his poultry, his garden, or his orchard. 


—for everyone 


who keeps poultry 


No fence stock is complete without this 
new fence. It is made in a range of heights 
and weights to meet every requirement. 
All wires are full gauge and uniform qual- 
ity—Super-Zinced against rust for utmost 
durability. 


Your inquiries or orders for this new fence 
will be appreciated and will receive our 
prompt attention. Also we can give you 
good service on your other wire needs 
such as farm, poultry and lawn fences, 
barbed wire, plain and galvanized wire, 
gates, steel posts, wire nails, etc. 


Write our nearest office 
for particulars 


Pittsburgh Steel Co. 


Pittsburgh, Pa. 


New York Chicago Memphis 
Dallas San Francisco 
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Double action, high pressure, 


200 lbs. pressure with ease. Con- 
tinuous stream or spray. For 
spraying trees, all crops, disin- 
fectants, washing autos, win- 
dows, fighting fires, etc. Solid 
brass. Knapsack tank supplied 
in brass or galvanized. 





Auto-Spray 
No. 26 


Continuous, durable atomizer 
in tin or brass. Can be used 
with all spraying solutions. 
Parts easily accessible for clean- 
ing. Capacity | to 2 qts. 











Auto-Spray No. 22A 


For all kinds of spraying and 
disinfecting. Capacity I! gt. 
Made of heavy 107 lb. tin. 


Duster Brown No. 2 





EXTENSION 


Produces a_ well-diffused, 
heavy-laden cloud of dust, envel- 
oping every part of the plant, 
performing thorough, rapid 
work. Pint and quart sizes, with 
extension for reaching under 
side of leaves while standing 
erect. 


A SPRAYER FOR EVERY 


PURPOSE 
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869 MAPLE ST. 








Every Brown Auto-Spray of this type is 
locked seamed, closely riveted and soldered 
inside and out. That is part of our thor- 
ough manufacturing system. 


No. 100 is built for those who demand the best. 
Larger, heavier, more powerful than ordinary com- 
pressed air sprayers. Designed for European trade 
demanding life-time usage, meeting growing domestic 
demand. Built of extra heavy metal, stands 100 lb. 
pressure, easily obtained. Handle and collar of brass, 
adjustable strap. Capacity 4 gal. Weight 11 lb. 


The Brown Line Is the o—t 


Line of Satisfaction 


“We have used the 
Brown Auto-Sprays in our 
fruit and garden depart- 
ments for many years and 
have found them the most 
satisfactory sprayers we 
have ever used, although 
we have tried many differ- 
ent makes.” J. E. Stoner, 
Westminster Nursery, 
Westminster, Maryland. 
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Send for new catalog 
illustrated in colors show- 
ing latest models. 


The E,C. BROWN COMPANY 


ROCHESTER, N. Y., U.S. A. 


January 21, 1926 
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ECORD of the 

number of 
De Laval Sepa- 
rators sold each 
year by Mr. J. 
A. Martiny of 
Baraboo, Wis., 
since he took the 
De Laval Agency 
in 1893. 


1893— 2 
1894—_ 11 
1895— 8 
1896— 11 
1897— 26 
1g98—__ 4 
1899— 12 
1900— 47 
1901—._ 42 
1902— 103 
1903— 150 
1904—_ 90 
1905— 107 
1906— 80 
1907— 65 
1908— 74 
1909— 69 
1910— 78 
1911—__59 
1912— 26 
1913— 20 
1914—_ 17 
1915—- 35 
1916— 27 
1917—_ 28 
1918— 20 
1919-30 
1920— 56 
1921-- 31 
1922—_ 56 
1923— 45 
1924— 56 
1925— 50 (8 Mos.) 
Total —1535 
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De Laval Agent makes 
remarkable record 


O THE LEFT is shown the remarkable record of 
Mr. J. A. Martiny of Baraboo, Wis., in selling 
De Laval Cream Separators. 











He sold his first De Laval Separator on January 9, 1893, 
and up to August, 1925, had sold 1535, an average of 
approximately 50 a year. 


Mr. Martiny has kept a perfect record of all machines 
sold and their condition of sale. The serial number of 
every machine handled is on record. Now he and his son 
are selling De Laval Milkers as well as Separators and 
expect a larger De Laval business in the future than they 
have ever had before. 


This wonderful record {which has been exceeded or 
approximated by a number of other De Laval Agents) 
is concrete evidence of the well-known fact that the 
De Laval business is permanent — that an agent can sella 
large number of machines year after year. Not only can 
they be sold year after year, but every month in the 
year. It is a business of quick turnover as well as per- 
manency. It is profitable. 


With every sale a De Laval Agent should make a per- 
manent customer—and the more sales, the more people 
brought to his place of business. De Laval Separators 
and Milkers make better and more prosperous farmers, 
with greater purchasing power. De Laval Separators 
and Agents have done much to make dairying the largest 
and most profitable branch of farming. The De Laval 
Agency makes more and better customers. 


With De Laval prestige, quality, acknowledged supe- 
riority in use as well as greater numbers in use, with 
unsurpassed merchandising helps, backed by the most 
advertising — the De Laval Agent who is alive and 
willing to cooperate is beund to get the cream of the 
separator and milker business in his territory. 


We are always looking for live merchants who want 
to sell the right goods in the right way. If you think you 
can increase the De Laval business in your locality, get 


in touch with us. 


The De Laval Separator Company 


NEW YORK 
165 Broadway 


CHICAGO SAN FRANCISCO 
600 Jackson Bivd. 61 Beale Street 
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THE FOUR HUNDRED A, | 2) 
WORLD’S FINEST SAW £7 | 


This saw is the standard for excellence. Made 
from “‘Silver Steel’’—Atkins exclusive formula; 
5 gauges taper ground; mirror polish; equipped 
with handle of solid rosewood and nickeled 


screws—Perfection Pattern—prevents wrist 















strain. 


The cutting efhciency of THE FOUR 
HUNDRED is unquestioned; its use 
among better carpenters is becoming 
universal; its design is absolutely 











exclusive and distinctive. 









Sales and Profits 


Every first class hardware store should stock 

this and other Silver Steel Saws. Your cus- 
tomers are bound to obtain SERVICE in all of 
the ATKINS QUALITY SAWS you sell. 








For yourself you will receive that ‘‘customer friendship’ 
and confidence that only Atkins Silver Steel Saws com- 


mand. 


Write for literature 


Modern Manufacturing Methods Make Atkins Saws the Leaders 


E.C. ATKINS & COMPANY 


ESTABLISHED 1857 The Silver Steel Saw People 


Machine Knife Factory: Home Office and Factory: Canadian Factory: 
Lancaster, N. Y. Indianapolis, Ind. Hamilton, Ont. 
Atlanta Minneapolis Portland 
Chicago New Orleans San Francisco 
Memphis New York Seattle 


Paris, France Vancouver, B. C. 
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We Started 
Something! 


VA THEN HARDWARE AGE pub- 
lished the query, “What Is 
Your Greatest Problem?” 
we cerainly started something. 
Numerous letters were received dis- 
cussing the various problems in- 
cidental to the conduct of a retail 
store. One of the chief concerns 
was in matter of credits and col- 
lections, and in this issue we have 
another interesting contribution 
on this subject. You will find this 
on page 28, under the head, “Solv- 
ing the Credits and Collections 
Problem” Turn to it now. It is 
worth reading. 





What Readers Say 
About Us 


“We all enjoy reading HARDWARE AGE, 
and frequently discuss articles appearing 
therein, finding this very beneficial to 
our organization.’’ 

(Signed) ERIC FROMM, 
Detroit, Mich. 


“HARDWARE AGE is worth its weight in 
gold to one in the hardware business and 
saves many times its price.’’ 

(Signed) C. S. FOSTER, 
Wolcott, N. Y. 


“Please renew my clerk’s subscription, 
O. P. Laird, Wylandville, Pa., for one 
year. We appreciate HARDWARE AGE very 
much and would not think of doing with- 
out it.’’ 

(Signed) JOHN H. LAIRD, 
Wrylandville, Pa. 
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am a carpenter finds that 
the cheap hinges he _pur- 
chased were expensive because of 
the extra labor costs, he involun- 


tarily blames the merchant. To pro- 
tect yourself, sell McKinney hinges. 


McKINNEY MANUFACTURING CO. 
Pittsburgh Penna. 
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_lrade Wind. 


head buyer of a Chicago depart- 
ment store has placed a “No 
Handshaking” sign on the door of his 
office. He is quoted as saying that this 
sign is intended for traveling salesmen 
and others on business missions; that 
the handshake is “blah” which wastes 
business time and is a mock- gesture as 
silly as rubbing noses. 
“You don’t shake hands 
The “Blah” with your grocer, your 
of the butcher or your baker, do 
Handshake you?” he continues. “It’s 
the same with me and the 
traveling salesman. We are adversa- 
ries, in a sense. We’re each trying for 
the better end of the bargain.” 

If the statement attributed to this 
buyer is true, it is a sad commentary 
on modern business. We prefer to be- 
lieve that it represents merely a warped 
individual viewpoint. 

Personally we do not believe that the 
average handshake among business 
men is a “mock gesture.” To us it is 
a symbol of courtesy and an expression 
of friendly feeling. There is something 
about an honest hand clasp that brings 
out the better nature of those who em- 
ploy or receive it. But it must be 
genuine. 

If handshaking is a “mock gesture” 
to that Chicago buyer, then he should 
cut it out. Also he should yield the 
buying to some one who views life from 
a more generous angle. 

The fact that business is business 
does not exclude courtesy and friend- 
ship. Business is a human problem, 
best solved in a human way. If shak- 
ing hands is a business impediment 
then the most successful business 
houses in the world are all wrong. 

“You don’t shake hands with your 
grocer or butcher, do you?” he queries. 


, CCORDING to the newspapers, the 


We do. Also we walk several extra 
blocks to trade with a certain merchant, 
who makes it a point to greet and 
shake hands with us when we enter his 
store. Likewise, we know a hardware 
merchant who has built a wonderfully 
successful business on a foundation of 
hand clasps. 

Are the traveling salesmen and the 
buyers adversaries? In this particular 
case they probably are—but naturally 
and ordinarily they are not. Buying 
and selling are cooperative functions. 
Unless both buyer and seller profit by 
the transaction, any sale is a failure. 

No—lIn our opinion handshaking is 
not “blah,” but a “No Handshaking” 
sign is “BLAH” in capital letters. 





Catering ANY merchants call 
to the themselves conserva- 
Dead tive, but their con- 


servatism is of the old type 

that rejects everything new 
merely because it is new. They disregard 
popular desire, national- trends and 
style. Their aim seems to be to force 
onto the public the ideas and the mer- 
chandise they think the public should 
have. 

Meanwhile, the really progressive 
merchant uses a conservatism of an- 
other kind—the kind that insists on 
weeding out waste effort, obsolete sys- 
tems and dead stock. He buys with the 
customer’s viewpoint in mind. He sells 
from the angle of service. He appeals 
to what the public wants, and forgets 
what is out-of-date, and therefore out- 
of-mind. Business tradition is fine for 
the retired business man, but the mer- 
chant who is still on the job is living in 
an age of automobiles and radio. He 
has to think fast and move still faster 
—1926 is not 1826. It is not 1914. 
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It isn’t even 1924, and only those who 
think, act and live in the terms of today 
can win the success of tomorrow. 





HE best time to collect is when 
credit is granted. In. other words, 
credit should be granted in such a 

way that collections are easy when the 
collecting time comes around. 

Here are a few credit rules of a store 
where credit losses are at a minimum. 

1. Every new account 

Handling must furnish references, 
Charges and preferably written. The 

Collections man who recommends a 

bad account may become 
a valuable collector, if the promises of 
the man he recommends are not made 
good. If such promises are not carried 
out to the letter, the man on whose 
recommendation the account was opened 
shall be notified at once. 

2. Limit every account to a certain 
set amount. Our tapital puts a limit on 
every customer. If the account goes 
above the amount set, collect or curtail 
the customer’s purchases promptly. 

3. Every account must have a definite 
date for settlement. This date is set by 
mutual agreement between the store 
and the customer. If the date passes 
without settlement or new arrange- 
ments, no more goods shall be charged 
to that account. Every endeavor shall 
be made to collect promptly. 

4, A decidedly limited number of peo- 
ple are authorized to O. K. accounts. 
The only persons in this firm at present 
authorized to O. K. new accounts are 
Mr. ——— and Mr. All salesmen 
will be held personally responsible for 
prompt collection of charges not author- 
ized by these men. 

5. Ask for the money when the ac- 
count is due, regardless of who the 
customer is. 
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Turns $1,000. Electrical Stock 
Four limes a Year 





S 


The Clark Hardware Co., Jamestown, N. Y., increases its vacuum cleaner and appliance sales through frequent window 
displays 2 


ANY years of experience with an electrical de- 

partment gives the firm of Sell & Sons, hard- 

ware merchants. Pittsburg, Kan., the opinion 
that this line can be profitably handled by concentrat- 
ing upon one general classification, comprising fixtures, 
appliances, bulbs, etc. Also through keeping on good 
terms with the local contracting electricians and turn- 
ing over to them wiring and installation work. This 
firm does not delve into the contracting and installa- 
tion end of the business. It believes that this is purely 
technical work and should be considered as another 
business, or at least a separate department. 

Sells’ electrical department carries an average stock 
of $1,000, which is turned four times a year. This 
stock includes lighting fixtures, washing machines, 
irons, bulbs, ete. 

Personal solicitations and special campaigns have 
built up most of this firm’s business. Sales drives are 
conducted frequently. During these drives a sales- 
man calls from house to house, determining the status 
of the householder in regard to the possession of 
electrical appliances. A reputable financing company 
handles all of the time payments on washing machines, 
vacuum cleaners and other higher priced appliances. 
This eliminates much detailed office work and over- 
head expense and by its use the dealer passes out of 
the light as a credit man. 

The clerks are trained to the sale and display of 
fixtures. Stress is laid on the permanence and beauty 
of a product, rather than on its form and method of 
construction. “The average person does not know 


exactly what he wants,” says Mr. Sells, which proves 
the fact that the. merchant of today sells service, not 
just the merchandise itself. A customer rarely has 





The Central Hardware Co., Fitchburg, Mass., dis- 
plays fixtures by suspending them from the ceiling, 
in an attractive manner 


the first conception of the requirements of the article 
to be purchased. He thinks of a washing machine or 
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iron merely as a labor saving device. It is therefore 
up to the merchant to convey to the customer the ad- 
vantages and qualities of the particular product in 
mind.” : 

Lamp bulbs are sold on contract with the manufac- 
turer. On the lamp shelves the lamps are displayed, 
not only in cartons, but with packages broken up and 
bulbs displayed loose in the racks. This saves time 
for all concerned as the average purchase is for one 
or two bulbs. 
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Fixtures are suspended from the ceiling and each 
one is connected so as to display their illuminating 
advantages while lighted. When a customer buys a 
set of fixtures he is also given an estimate on the 
installation to be made by one of the local contracting 
electricians. Two grades of fixtures are handled— 
the standard quality and the cheaper grade to meet 
the 10 cent store competition. Stocking both grades 
has proved the best business getter. 








— Francis Bros. Novel Window Display 


EREWITH is a picture of 
H Spark Plug, the creation of 
; Francis Brothers, Reading, 
Mass., dealers in stoves, hardware, 
builders’ supplies, tin and wooden 
ware, furniture and house furnish- 
ing goods. Spark Plug was concocted 
for the express purpose of advancing 
the sale, during these crisp days, of 
the very goods of which go to make 
up his being. 

As to the attraction, none of the 
numerous features conceived by the 
firm in the past for window displays 
caused the extensive and favorable 
comments as did this particular one. 
Many heretofore strangers to the 
store, in passing, stopped, looked 
and listened, and then in the interest 
of art, went into the store and com- 
plimented the management on the 
exhibit. Spark Plug, however, has at- 
tracted more than local attention. 
He has been exhibited in various 
newspapers in and out of New Eng- 





land. 

Spark Plug’s body is composed of 
an ash barrel and a coal hod. Stove 
pipe and elbows go to make his legs 


and a part of the neck. His head is_ while the nostrils also are washers. 


a common market basket with skate 
straps for a halter. The eyes are 
made of draw pulls and washers, 


His ears are common garden trowels, 
and a counter or dust pan _ brush 
makes the tail. 








Written Orders 


but practical system for keeping things ship 
shape around the store. In a convenient place 
he keeps a memorandum pad, on which he writes 
down instructions for doing certain things, when the 
salesmen are not busy with the trade. 
When a salesman has an idle moment, he consults 
the pad, does the first thing noted and marks that 
item off the list. 


\ ILLINOIS hardware merchant has a unique 


There are numerous small matters which occur 
to the manager or proprietor of a retail store as he 
goes about his regular work. Often they are so 
insignificant, compared with other business, that he 
forgets them and they are left undone. The con- 
sistent use of a memoranda as mentioned, would 
enable him to jot down these matters when they are 
fresh, and the salesmen are kept busy doing useful 
work, without continual supervision of his employer. 
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The Menace of the Chain Store 


Hardware Business has to reckon with: 
Department stores 
Mail Order Houses 
The Peddler—and 
Chain Stores. 

Department stores and mail order houses are here 
to stay. The extent of their success with hardware 
and kindred items is largely a local question regulated 
and measured by the abilities and efforts of the in- 
diviual merchants of each locality. 

The peddler is seemingly fighting for his life—he 
will probably lose it, as his vehicle is but a modernized 
reversion to the methods of years ago. 

The chain store is a growing and forceful competi- 
tor. When considering chain stores as competitors, 
or at least disturbers of the hardware business, it 
seems desirable to place them in two classes: one— 
drug and tobacco chain stores—the other—five and 
ten cent and other limited price stores. Of these the 
really dangerous are the five and ten cent to $1 stores, 
as this range of prices permits of the inclusion of many 
quality hardware items. Drug and tobacco stores are 
‘nibbling at hardware items, in so far as their efforts 
have been confined to articles easily susceptible to 
sales by display and price. 

While the amount of the annual sales by chain stores 
reaches almost unbelievable figures, in view of their 
efforts it is well to accept the belief that chain store 
operators believe the business is still in its swaddling 
clothes. How the child will continue to grow depends 
upon elements other than the nursing of its parents. 
At least its tendency to handle hardware will grow 
or be curbed by either the tolerance or the awakening 
of hardware merchants to the loss of margin they are 
facing. 


[Haran are four merchandising vehicles the 


We must admit that the very nature of the chain 
store business demands the highest degree of efficiency 
in everything that can be systematized and simplified. 
If executive brains and system could produce clerks of 
a satisfactory standardized personnel and ability into 
whom they could pour information and knowledge as 
required, then chain stores would be irresistible. 

As knowledge of a business plus ability—particles 
of which are graciousness, industry and integrity— 
continue and probably will continue as the greatest 
sales influence, it seems likely that individual or in- 
dependent merchants will always have the means to 
combat systematized competition. 

When the real competition between chain and hard- 
ware stores begins it will be a contest between system 
and personnel. 

On one side system, equipped with every modern 
method—much of which is available to and useable by 
hardware merchants, and on the other side knowledge 
and personnel, the greatest of all sales and business 
building influences. 

To the first, system is necessary. Can they supply 
enough knowledge and obtain enough personnel? 

On the other side, every opening and opportunity to 
emphasize knowledge and personnel should be taken 
advantage of. 

Prestige is a great thing—its influence is far-reach- 
ing. One class of chain stores that caters mostly to 
women undoubtedly enjoys the prestige that comes 
from giving good values. One has but to walk through 
these stores to know that on many lines the ad- 
vantage of mass buying is reflected in the values 
offered for 5 and 10 cents. While this advantage of 
mass buying has not as yet evidenced itself in many 
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HIS is the first of a series of articles analyzing that fast growing com- 
petitor of all retail merchants—the chain. store. 
The author of this article is a student of merchandising and is devoting 
much time to this phase of recent developments. He will bring out in these 
articles the strong points in the management of these stores and their 


methods. 


He will point out what part of these methods can be adapted to the busi- 
ness of the individual merchant to protect his business from the inroads 


of those who sell chiefly on the price appeal. 
There is, perhaps, more to learn from the chain store than to fear by the 


merchant who is building on a basis of service. 





hardware items, yet the great values offered in other 
items may give the impression that the same compara- 
tive values exist in hardware items. Impressions often 
sweep facts aside—they are easy to accept. Facts are 
sometimes difficult to obtain and understand. 

While hardware is not included among the outstand- 
ing chain store successes, drug, tobacco, limited price 
stores and other chains are cutting into the hardware 
business. Hardware is, in one way, ideal for their 
purpose—it does not spoil, and little of what these 
stores handle is seasonable. Chain stores have de- 
veloped window and store displays to a high art by 
using attractive, attention-compelling displays, with 
the goods plainly priced. It is safe to assume that 
chain stores do not personally SELL—they display and 
price the merchandise so it will sell itself. 

These brightly colored show windows, trimmed ac- 
cording to plans made by experts and under strict 
rules that windows must be cleaned and changed at 
regular intervals, constitute, perhaps, the strongest 
single point in favor of the chain store’s appeal to 
the public. 

The 5 and 10-cent stores, chiefly because of these 
windows, are drawing much traffic that should go to 
hardware stores into their doors. These stores, with 
much merchandise that is household hardware—much 
of it substandard—attract into their stores throngs of 
household shoppers who buy these cheap articles and 


perhaps never learn how much more efficient their 
home services and how much easier the tasks would 
become if they had bought better tools. 

A study of the placing of the counters on which this 
household hardware is displayed in these stores will 
convince any hardware merchant that these stores re- 
gard such supplies as magnets for the household 
shoppers. 

In fact, these stores do what many hardware stores 
do not believe goods merchandising policy, in display- 
ing the lower-priced household hardware in the win- 
dows at certain seasons of the year. As highly as 
these merchandising systems value their window 
space, they will use it to display household hardware 
articles that the hardware merchant does not think of 
sufficient importance to show in this way. 

It would be a safe bet that many women who buy 
this cheap hardware in the 5 and 10-cent stores are 
not really conscious that it is sold by the dignified 
hardware stores. 

The real start of the chain store business dates at 
least as far back as the establishing of the Great 
Atlantic & Pacific Tea Co. (data about origin and 
growth of chain stores in next article). Chain stores 
grew by leaps and bounds during the war and after- 
war periods, when nearly everyone was making money 





(Continued on page 82) 
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Piling Merchandise so high that clerks cannot see 
the shopper enables people to pilfer with security. 


By Henry Frommes 


chandise shrinkage in the hardware store were 

pointed out. Just what methods progressive 
dealers have adopted to reduce such losses by attack- 
ing the causes is next in order. 

Of course, the whole thing simmers down to a 
major problem of using care in handling stock and 
in safeguarding it from theft, deterioration, break- 
age, etc. But, it is easy to give more attention to 
these matters than they are worth in dollars and cents. 

A too careful watch on customers and clerks causes 
hard feeling, may result in arousing undue suspicion; 
checking in and stocking of the many items con- 
stanly entering the hardware store may tie up too 
much time of the clerk doing it or of the dealer him- 
self supervising it. 

What the most progressive dealers are doing is 
adopting routine which will tend to kill shrinkage 
losses before they reach the stage where they have 
to be allowed for in markup. 

One dealer with whom the writer is acquainted, and 
to whom he sells a line of goods, has checked up 
shrinkage on one department at a time by exercising 
a careful supervision of hancling stock. 


He has discovered, for instance, that his siirink- 
age on loose goods is found in the sweepings of 
the store each day and this was traced to undue 
carelessness of sales people in scooping, weighing 
and wrapping stock during rush hour. 

The salvage from a week’s sweepings in this shop 
gave a complete “report” on the losses from this 
source in this particular department of the shop. 
He met the situation by arranging for greater care 
in scooping and weighing. 

In considering the various methods adopted by 


I: the previous article, some chief causes of mer- 


K.very Merchant 


In This Second Article on STOCK 

SHRINKAGE, Some Methods Whereby 

Store Owners Have Stopped Waste Are 

Set Forth and, of Course, an Added 
Profit Results 





dealers to offset stock shrinkage losses from causes 
listed earlier in these articles, they will be taken up 
one by one in order. 


Theft by Employes 


Where a single instance of theft by employees ap- 
pears, and the case is proved beyond doubt, imme- 
diate and relentness prosecution is resorted to. As 
much as possible is made of this prosecution by the 
dealer. Thus, by example, any tendencies to steal 
among the others will be discouraged. Yet it is a fact 
in the trade that most dealers are content to discharge 
the guilty person if the goods are replaced. 

Too many dealers dislike the bother of prosecution. 

It is generally agreed that a relentless attitude in 
such a matter will protect the dealer from further 
worry in the matter. 


Stock Handling 


In stores where stock shrinkage has been attacked 
in a systematic way, dealers have set about to train 
employees in the handling of stock. That is, in un- 
packing it, in examining it and in conveying it.to 
stockroom or to display. 

Once the right way of handling units is established, 
the habit thus ingrained offers great protection from 
defective goods and goods marred in unpacking, con- 
veying and stocking. 

There is a right and wrong way of handling new 
stock and checking its condition. 


“Short” Orders 


One dealer, with whom I am in constant contact, 
requires a double check up on all incoming goods. 
Two clerks check the stuff from receiving room to 
display. Breakages or damage in transit are noted 
on a special form which is pinned to the invoice. 
No clerk is permitted to withdraw goods wanted im- 
mediately from receiving room without the direct 
cooperation of the one in charge of unpacking and 
checking. 

Leaving such emergency withdrawals to memory 
brings many losses. This man has put a senior clerk 
in charge of all incoming goods and he is held respon- 
sible for all shortages or the report of all shortages 
as he discovers them. He is required to report them 
to the dealer personally in writing, attached to invoice. 

There is no délay in filing claims with jobber or 
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His Own Detective jam 








R. FROMMES in his article in HARDWARE AGE of 

Jan. 7 pointed out the serious losses, reaching 10 
per cent in many cases, from stock shrinkage. He set 
forth two chief causes: 

Depreciation of Stock, and 

Failure to Check Shipments. 

In this second article on this subject he points out other 
causes of loss, including wasteful scooping and wrapping 
and pilfering by clerks and public, and tells how some 
merchants have stopped the losses. 

There is no store so small or np store so large that these 
evils must not be guarded against. 

Another interesting article on this subject will appear 
in an early issue of HARDWARE AGE. 
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manufacturer. Either goods are replaced or credits 
given. 


Careless Selling 


Here we have a source of stock shrinkage which is 
hardest of all to attack: ae 

“I found,” said one dealer, “that it was common 
practice, through carelessness or ignorance, for sales- 
people to deliver more expensive articles for the price 
of cheaper ones. This often is a result of an unfa- 
miliarity with the stock. My procedure was to closely 
watch selling for a week, find four major cases of 
this kind. Then I get my salespeople together and 
warn them that any error of this would be grounds 
for dismissal, showing to them the losses that result. 

“Then I introduced a system of pricing with spe- 
cial tags and labels that clearly placed the respon- 
sibility on the salesman or saleswoman. Previously, 
we had marked in code. I found that by changing 
over to figures and tagging prominently, no error of 
this kind could occur except from gross negligence. 
I had my three salespeople do the retagging of the 
entire stock in order to impress upon them the serious- 
ness of the matter.” 


Deterioration Prevention 


e As said previously, most dealers in the trade con- 
sider the deterioration of stock simply as a part of 
daily merchandising. By this, they appear to mean 
ordinary shelf or sales floor deterioration. A certain 
amount of stock is required for exposure in windows 
and on floors which certainly offers an important 
source of shrinkage loss. 

I find that losses from this source are often de- 
creased by ‘utilizing additional similar items from 
stock for display and changing them daily, providing 
the display isn’t too involved or too inconvenient to 
do so. An item is left on display for a day or two 
and then returned to the safety of stock and another 
identical one is put in its place. 

Most dealers fear to do this in the belief that there 
is less depreciation to have a single item deteriorate 
through long exposure than to have a half-dozen de- 
teriorate a trifle over a short period. If such goods 
are promptly returned to stock for safety, a brief ex- 
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The low displays where the merchandise and the 
shopper are always in sight is a protection. 


posure will not cause serious damage. In the long 
run, the general belief seems to be that with certain 
lines constant changing and brief periods of window 
exposure are most economical. It is not maintained 
that an entire window, for instance, can be changed 
daily for this purpose. Items especially subject to 
exposure can be. 


Theft by Customers 


Pilfering must be watched for. Most progressive 
dealers in the trade today arrange their displays so 
that pilfering becomes difficult. 

First, the dealer must believe that some people will 
pilfer or attempt to pilfer anything that they can 
carry. 

Some of them are waiting for an opportunity. 

It has been held that the best way to ward off pil- 
fering in a store is to place salespeople with relation 
to each other so that there is always someone on the 
job in all parts of the place at-the same time. Shop- 
lifters watch for their chances, as a rule. The place- 
ment of salespeople insofar as possible about the shop, 
will tend to discourage thievery. 

Many dealers also have constantly cautioned their 
help against this source of loss, and have established 
the habit of catching the pilferer in the act.* This is 
a matter largely of store personnel organization. 

It is entirely feasible to work out a system which 
will practically eliminate stock shrinkage from all 
sources in any store. But the cost of maintaining 
such a system is prohibitive. It simply wouldn’t be 
a paying investment. 

So, the next best thing is to apply less involved 
remedies and to see that they are taken seriously. 

Stock shrinkage is nearly always to be gaged en- 
tirely by the ability and loyalty of the employees of 
the store. They either can raise it to a frightful 
level or they can reduce it to a minimum. 
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IMPORTANT NOTICE 





Kindly note that your payment of... 


is due on this 
your payments be met sities as per your agreement. 


NOTE—A discount of. 


of a 
this ieee 


Please Bring This Notice 
With You 








It is important that 


....will be allowed if your balance 


...is paid in full at this time. You save 


PALCONER'S 





The following letter from C. S. 
Falconer, of Falconer’s, Ltd., Winni- 
peg, Canada, has been received in 
response to our query, “Are Credits 
and Collections Your Greatest Prob- 
lem?” Mr. Falconer outlines a really 
practical solution of this difficult 
problem, and we take real pleasure 
in passing along his suggestions to 
our readers. 








Solving the Credits and 
Collections Problem 


A Practical Suggestion by C. S. Falconer 


WINNIPEG, Jan. 6, 1926. 
Mr. LLEw S. Sou Le, 
Editor HARDWARE AGE, 
New York, N. Y. 

EPLYING to your request for experiences on credits 

and collections, we have pleasure in dictating the 

following. Winnipeg, Canada, may seem to you 
like a far-away cry, but in these days of lightning changes 
distances are being shortened and space is not what it used 
to be. I take it that you wish your magazine to be a clear- 
ing house for experiences of hardware dealers all over the 
country, and I know of no department that could be made 
more interesting than the presenting of practical views of 
practical experiences of practical hardware men. 

We read a lot of theoretical “stuff” that makes good 
reading and you say Amen to most of it but the actual 
experience of men who have spent years in the pursuit of 
this profession is both meat and drink. Far apart as 
these experiences take place, one is forced to admit that 
the problems recognize no flag or country but are universal, 
and when John Smith of Dallas, Tex., speaks to me, 
through your magazine, I can easily imagine him a fellow 
merchant only a few miles distant. 

I have before me two articles on this live topic, Credit, 
collection and cash. One in Dec. 17 issue of HARDWARE 
AGE, by M. W. True of True & Blanchard Co., Inc., and 
the other by Mr. Rudolph Tenk. Both are splendid arti- 
cles, but we vote for True. I speak with over twenty 
years experience. 

There is no doubt but that much of the cause for worry 
and failure in connection with credits and collections is 
the comparative ease with which it is first obtained. We 
are very plain and specific in our terms and obligations. 
We dwell somewhat on the moral obligation as well as the 
financial one. We call attention to the privilege he or she 
enjoys of being able to procure merchandise on the faith 
in his honor to pay at stipulated times and what a sacred 
trust this is. This often hits a spot that is not responsive 
to any other appeal. We employ no collector; that is, no 


regular collector and so impress on the purchaser that, as 
it was necessary for him to come to the store to make the 
purchase, so it is necessary for them to do likewise in 
making payments. 

However, we don’t stop at that, we take a lien note duly 
signed with the specific payments entered thereon and 
very often, but not necessary, a friend of the purchaser to 
indorse this note. In such cases we find the indorser a 
great help in affecting promptness. We, at all times, as- 
certain their pay days or convenient times they themselves 
wish to make payments. A complete number of reminder 
cards are then filled out with this payment amount filled 
in and are deposited in a dated filing system each three 
days before due date. This reminder card automatically 
comes up and is mailed three days before due date, and 
the physiological effect is to let them know that we know 
and are right on their heels. It has this effect: They learn 
to respect us as good collectors and act accordingly. As we 
give a discount at any time on the unpaid balance of an ac- 
count that is up to date so far as their payments are made, 
we note this saving on this same card (copy of which is in- 
closed). This also has a good effect. They receive this just 
long enough ahead of due date to think of the advisability 
of saving this real money by paying the whole balance at 
once, and it is surprising how it works. 

Now, if everybody did as we wanted them to do, it would 
be lovely, but they don’t. No, not 100 per cent. No sys- 
tem is perfect but up to this point we do exceptionally 
well. To those few who ignore the appeal so far we give 
one day’s grace and then a human being from the office 
(no more letters) goes right to the home. No, we don’t 
take a club or a gun, but we do have a “show down,” and 
they will respect you just the same. 

Mr. Editor, if this little article is of any value to any 
merchant, anywhere, it will repay somewhat for the many 
splendid suggestions I receive each week. 

(Signed) C. S. FALCONER, 
Falconer’s, Ltd., 
Winnipeg, Canada. 
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Collecting from the Slow-to-Pay 


No. 2—Prerequisites to Prompt Collections 


| SN HERE are several important 

prerequisites to prompt and 
satisfactory collections. A 
good collection department does not 
wait until an account is past due be- 
fore it begins its activities. If it 
knows its methods, it will begin be- 
fore the obligation is even contracted 
by the customer. 

The paying of one’s just obliga- 
tions, the matter of one’s moral 
character and the law itself are all 
three so interwoven and involved in 
this matter of collecting accounts 
that the mere approach to it is much 
like playing with fire or even dyna- 
mite. The creditor is so unquestion- 
ably right that the only defence left 
open to the average debtor is the 
childish one of “playing at” being 
offended. But whether it is pre- 
tended or real makes little difference 
since the visible and . appreciable 
evidences of it amount to the same 
thing. Perhaps that is why all suc- 
cessful collection managers always 
seem to wear gloves, even in the 
hottest weather—asbestos gloves. 

But certainly the time when col- 
lection managers do not need gloves 
is before the obligation has been 
contracted for, when the customer is 
first asking for credit, when it is 
his, rather than the merchant’s, 
turn to say: “Please give me.” 

Few merchants carry all their 
accounts upon the same basis of pay- 
ment. At the time each account is 
opened, each of them has his oppor- 
tunity to state on what basis he will 
grant credit. He will never have 
another one as good. 


Earning Credit 


It is the time, too, to bring the 
customer to appreciate that credit 
is not a thing to be demanded, as a 
right, but sometimes to be accorded, 
as a special privilege to be earned, 
re-earned, and re-earned. 

If it will be expected that bills 
shall be paid within thirty days, the 
time that fact is to be plainly stated 
is before any obligation is incurred. 


By H. L. Allen 





Then there can be no offense given 
since there can be no subtlest im- 
plication or imagined inference that 
the merchant believes credit rela- 
tions can be other than the happiest 
and most satisfactory. Indeed the 
very fact that the merchant has 
agreed to open the new account is 
proof aplenty of his optimism in 
the matter. | 


Due-Dates 


Of course, due-dates on charge 
accounts vary with individual local- 
ities. They also vary with businesses, 
as is reflected by the following aver- 
ages in six classes of retailing as to 
the time it takes to make collec- 
tions: 


Grocery Stores ...... 36.8 days 
Department Stores ...56.4 ” 
Clothing Stores ...... 70.0 ” 
General Stores ...... 86.3 ” 
Furniture Stores ...172.1 ” (*) 


Hardware Stores ..... 60.0 ” 
(*) Largely due to installment sales 





At the beginning, too, is the time 
to place any limitation to the total 
amount to which the credit account 
will be allowed to run as well as to 
the total time. 

And there are other important 


prerequisites to actual campaign 
collection methods. One of them is 
the matter of sending out invoices 
and monthly statements promptly 
and on time. Both need to be 
checked while memories are as fresh 
as possible. At such times, too, the 
majority of people apply the well- 
known principles of “First come, 
first served” in making payments. 
And the creditor whose statement is 
not received promptly on the first 
of the month, has just that much 
less chance of being among those 
served by the check-book while the 
money still lasts. 

Another important prerequisite 
to successful collections is the atti- 
tude of the community generally to- 
ward this delicate matter of paying 
one’s bills on time, with all of its 
involved matters of individual 
responsibility, morality, depend- 
ability and reputation. Community 
sentiment in this regard can be very 
substantially bolstered up and 
strengthened by the concerted action 
of the local merchants generally. 
This can usually best be accom- 
plished through the local Credit 
Men’s Association or the Board of 
Trade or Chamber of Commerce. 

Down in Texas, for instance, the 
Credit Men’s Association of Houston 
has been’ educating its _ public 
through advertising in the text: 
“Your Credit is of Value to You.” 
The campaign has been running for 
three years and has been most suc- 
cessful. 


Won't Be Offended 


The reader of such advertising 
has no possible excuse for feeling of- 
fended when reading it. If he does, 
even he himself knows that “the 
shoe fits” him. The whole campaign 
has been built around the value of 
good credit to the individual. It 
shows that the reputation for credit, 
like that for character, must be built 
up slowly and cannot be acquired 
instantly or for the asking. And it 
has also shown how easily and 
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quickly such a reputation for credit 
may be wiped out.” 

“Will. You Be O.-K. or Will You Be 
N. G.?” ran the headline of the ad- 
vertisement run just before the first 
of the year. “Don’t Get Sore” was 
the the heading of another piece of 
copy. Its text continued in this 
wise: 

“When a credit man ‘calls your 
hand’ ‘on an unpaid account and 
asks you to please remit, it is folly 
for you to hold a grudge against the 
firm that credit man_ represents. 
You can think your credit is good 
but the only way that credit man can 
judge your credit is by the way in 
which you pay his bills. The size of 
your bank account or the value of 
your real estate or property are of 
no consequence. Merchants cannot 
pay their bills with good intentions. 
It takes cash. Any account which is 
not paid when due reflects a _ loss, 
rather than a profit, to the firm you 
are dealing with. You may have a 
very exalted opinion of the value of 
your patronage, which as a matter 
of fact the firm you are ‘riding’ may 
not appreciate. Pay your bills 
promptly and insure an appreciation 
of your patronage.” 

Another excellent prerequisite to 
collection routine, indeed one which 
in practically every case will obviate 
every later difficulty, is the Trade 
Acceptance, the use of which is more 
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applicable when the amount of 
money involved is not too small, say 
$100 or over. 

The trade acceptance makes it 
possible to turn good accounts into 
immediate cash. It changes the 
customer’s hope, or at best his ex- 
pectation, to pay in one, two or three 
months, into an actual promise 
which will involve his bank, whose 
good opinion he always desires. 

If his credit and intentions are all 
that they should be, the customer 
should feel no offense in signing a 
trade acceptance. Then the mer- 
chant can get his cash from his 
bank, minus a discount based on the 
prevailing interest rate. Or, if he 
so desires, he may hold the trade 
acceptance as a post-dated check. 

Where it is not practical to make 
acceptances on every small order, 
such small amounts may be held 
until a certain day of the month, 
say the first or the fifteenth, when 
a trade acceptance may be made out 
covering their total. 

In practically every case it will 
be found that trade acceptances are 
“taken up” by debtors. In the few 
cases where they are not, the mer- 
chant, at worst, need only repay the 
bank the money he received as if it 
had been a loan. He then knows, at 
an early date, the exact intentions of 
his debtor regarding the money in- 
volved and can proceed accordingly. 
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By far the most important pre- 
requisite of all to intensive collec- 
tion methods is Good Service itself. 

The Rotarians have their motto 
which reads: “He profits most who 
serves best” and the Credit associa- 
tions might do well to adopt a corol- 
lary which would read: “He collects 
best who serves best.” 

This is the age of service in busi- 
ness, especially in retailing. The 
public wants service, indeed must 
have it. And it is perhaps a peculiar 
paradox that the cantankerous sort 
of customer, who will always insist 
upon his “pound of flesh” in matters 
of payments, is the very same fellow 
who invariably insists upon his 
“pound of flesh” in matter of ser- 
vice too. 

“I make my service and prices so 
good,” says a merchant who has 
found at first hand the wisdom of 
this policy, “that I can be independ- 
ent when it comes to collections.” I 
don’t grant credit when it isn’t 
merited. I don’t continue credit. 
And I collect hard. I collect in per- 
son from many a ‘die-hard’ debtor 
who tells me he will pay but never 
trade with me again. The important 
thing is that he usually tries a com- 
petitor, finds his service inferior to 
mine, and soon he is back among the 
ranks of my customers on a cash 
basis, which of course is exactly 
where I would have him.” 





Salesmen’s BONUS Builds PROFITS 


for Orange 


By Frank H. Williams 





HEN the owner of the hardware store not only 

\ \ handles all the management, all the buying, all 

the advertising and so on, but also gets out on 
the floor and sells more goods per year than any other 
member of his staff, he must be a live wire, mustn’t he? 

That’s what H. F. Larkin, owner and manager of 
the Orange Hardware Company of Orange, Cal., does 
and he sure is a live wire and no mistake. 

Last vear Mr. Larkin personally sold $4,000 more 
of goods on the floor of his establishment than any 
one of his salesmen and he didn’t pick and choose the 
best customers, either. He simply took the customers 
as they came along. 

Not only did he do this during the year but he 
inaugurated a number of new policies at the store 
which have proved to be of great help in pushing this 
establishment to an even bigger success. And, per- 


haps, one of these policies of Mr. Larkin’s will offer 
a worthwhile idea and a suggestion to other hardware 
dealers which will be of distinct aid to them in getting 
more business and in making more money. 

It has to do with the selling on the floor by the 
sales force. Mr. Larkin decided last year that the 
best way of pushing sales ahead is to have something 
to shoot at. So he figured up what each salesman’s 
sales for last year were and then set this as their 
quota for the present year. To each of his salesmen 
who goes beyond the quota a bonus will be presented 
at the end of the year. The size of the bonus depends 
upon how much the salesman exceeds last year’s 
sales. It was while obtaining the figures for this 
quota proposition that it was discovered that Mr. 
Larkin was the best salesman in the store. 














Nature has provided us with 
light that travels in straight 
lines from the source and, upon 
striking an object, is reflected 
light with shadows, which en- 

able us to see the size and 
shape of this object. . Compar- 
ing Section AA and BB, it is 
clear that the window of Sec- 
tion AA is equipped with lights 
to see, while the window in 
Section BB is iJluminated with 
lights to see by. 
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The Pulling Power of Well- 
Lighted Windows 


A Series of Four Articles of Which This Is the First 


By R. L. Zahour 


observers, particularly those located within the 
path of totality, will probably remember the ex- 
treme brightness of the sun as it rose from the eastern 
horizon. In order to see this event clearly, they pro- 
ceeded to obtain pieces of exposed photographic plates, 
films, homemade smoked glass and dark glasses which 
shielded their eyes from the intense glare of the sun. 
With the aid of such glare shields, thousands of 
persons watched the progress of the eclipse until the 
moment of totality, whereupon the intense glare and 
brightness of the sun vanished, and for that period of 
time, smoked glasses were set aside, as the event could 
be seen clearly with the naked eye and without strain. 
In like manner, a customer looking into a show 
window equipped with visible unshielded lights, 
realizes that a bare lamp in the field of view is detri- 
mental to clear and comfortable vision. 


Avoid Glare 


Glare that fogs the plate of the kodak will also fog 
the plate of the human camera, the eye retina, thereby 
producing eye-strain and fatigue. If a shopper ex- 
amines merchandise before a store window equipped 
with a lighting installation such as shown in Fig. 1, 
Section AA, the visible lighting units distract his at- 
tention from the goods displayed. The glare from the 
visible lights causes an uncomfortable strain on his 
eyes and he walks on to some other store. 


T recalling the recent eclipse of the sun, many 


But if he stops to look at a display in a window 
illuminated in a manner shown in Fig. 1, Section BB, 
where the lighting units are concealed, his eye is 
attracted by the light coming to him from the various 
objects in the window. 

Adequate Illumination: In the window, the best 
goods are shown to the public, the window fittings and 
furnishings are usually of the best quality, and every- 
thing is done to attract the passerby with the one 
exception of the lighting. : 


Avoid Dark Corners 


Nearly all merchants realize the value of the draw- 
ing power of light, but no display is valuable nor does 
it make sales unless it is seen, and, furthermore, the 
goods must be seen clearly, quickly and easily. 

There must be no hint of fearfulness on the part of 
the merchant to show every detail of every article, for 
by so doing he establishes confidence in the minds of 
his customers and therebv hastens his sales. On the 
other hand, a dismal show window is worse than a 
blind sales clerk. The clerk can’t sell goods but ever 
being blind he might at least wear a pleasant expres- 
sion. But the dim show window or the one with un- 
shielded lights neither sells nor smiles. 

A discussion of a few typical window lighting in- 
stallations for small and medium-sized stores and illus- 
trations of good lighting equipment, will be covered 
in the next article of this series. 
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A Hardware 
Prospect in 
Every Home 


N every home in my community there is a 

prospect for one or more items of merchan- 

dise which we handle. Every farmer is in 
need of repairs for some of his farm machinery, 
and most of them need new implements. They 
quit buying five years ago when this line of mer- 
chandise went so high. They: must buy now in 
our stores we are waiting for them to come in and 
call for what they want. We don’t know what 
they need. They certainly know that we handle 
farm implements. We have been in the business 
for thirty years right here in Hot Springs. 

Every home in our city is a prospect for a radio 
outfit, crystal set if nothing better. The people 
certainly know we handle them. We carried an 
ad in our local papers all during Christmas holi- 
days last year when we were selling them faster 
than we could get them; but, of course, as soon as 
the demand dropped off we quit advertising. It 
only pays to advertise goods when they are sell- 
ing rapidly. That is the way it is in every line 
we handle. If it is not moving we quit advertis- 
ing. 

I doubt if one family in ten in our city knows 
that we handle radio outfits, and still if you would 
ask our neighbors which was the ‘leading hard- 
ware store in Hot Springs they would say without 
thinking that we were; and I am perfectly willing 
to acknowledge that we are; but I am wondering 
what we are going to do when some young up-to- 


Is the average 
hardware _ store 
really  up-to- 
date? asks Hamp 
Williams. In 
this practical, 
helpful article 
he tells you how 
he turns a pros- 
pect into a cus- 
tomer. 





date hardware man blows into our city, looks over 
the situation and opens up a real hardware and 
implement store next door to us. Well, I will tell 
you what we will do. We will either get busy, 
sell out or be starved out by competition—the 
kind that gets the business by canvassing, adver- 
tising, selling on installments, or selling for less 
than our cost, selling a cheap class of merchan- 
dise that won’t last, as ours does. For these and 
many other reasons, and we console ourselves by 
predicting that sooner or later they will go broke. 

We know the people and they know us. We 
are in our own building. Don’t have to pay rent, 
while our competitor has gone into one of the 
highest priced locations in town; the rent will eat 
him up if nothing else. Then see the money he 
is wasting, whole page ads in the daily papers; 
when we with an established business can’t afford 
it. 

Seriously, the truth of the whole thing is that 
we are not up-to-date, and I say “‘we” advisedly 
because I am one of the nymber, and so far as 
we figure in up-to-date business we are still riding 
in a two-horse wagon, plowing with a bull tongue 
plow, cutting our hay with a mowing blade, get- 
ting our light from kerosene lamps and rocking 
our babies in a home-made cradle, and it will not 
be long if we don’t change our way of doing busi- 
ness until we will be buried ina home-made cof- 
fin in the Potters’ Field of the has beens. 








Running Blind 


even see my dogs, so blinding was the gale. I gave 
Balto, my lead dog, his head and trusted to him. 
“He never once faltered. 

So spoke Gunnar Kasson when he literally staggered 
into Nome with that now historic, precious bundle of 
diphtheria serum. He has been through an experience 
in doing his part to “mush” through to Nome in some- 
thing over five days (when it usually takes the mail sleds 
thirty) about which the Frozen North is still talking and 


“I COULDN’T see the trail. Many times I couldn’t 


will continue to talk. 

There come times when it is necessary for any business 
to “run blind” or nearly so. In the case of the retailer, 
when he is compelled to be absent, the cash register helps 
immensely not only to “keep tabs” but to watch against 
strained consciences. But, in the case of any business 
handling merchandise, whether at retail or otherwise, 
where is there a better Balto to find and hold to the 
invisible trail when “running blind,” for whatever cause, 
than a well balanced stock of quality goods? , 
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Service Is Secret of Orange 
 Co.’s Radio Success 


in proportion to the population as in any other 

part of the United States. The Orange Hard- 
ware Company, Orange, Cal., is inclined to be- 
lieve that there are more. At any rate, this live west- 
ern store has found a wealth of profit in catering to 
native sons and others, who “listen in” to what is on 
the air. 

The radio department of the Orange Hardware 
Company is located on the mezzanine floor at the rear 
of the main salesroom. It is furnished with comfort- 
able wicker furniture, and has on display four or five 
different radio sets all hooked up and ready to 
demonstrate. 

The room is sound-proof and well lighted by natural 
light in the daytime and artificial light in the evening. 
There is smokers’ equipment in the room so that cus- 
tomers may smoke and be comfortable while listening 
to the demonstrations. 

A constant effort is made by the salesforce to get 
people who are interested in radio up to this demon- 
stration room; then when they are interested in the 
store demonstrations, arrangements are made with 
them for demonstrations in their homes. Of course, 
once the store gives a home demonstration, it is com- 
paratively easy to complete the sale. 

One man is regularly employed by the store in sell- 
ing radio and in handling the radio department. Many 
of the prospects upon which this salesman works are 


[in oe are just as many radio bugs in California 


secured by standing in the front_of the store where 
several radio sets are on display and securing the 
names and addresses of the people who manifest an 
interest in the sets. He then contrives to get them up 
to the radio room, as told above. 

“Radio is a profitable proposition for us,” said Mr. 
Larkin, owner and manager, “and I believe that it is 
a fine line for any hardware store to handle. 

“We like it particularly because our overhead on it 
is small. We don’t have to devote a whole store to it. 
We have just a little radio display at the front of the 
store, our radio room at the rear of the store and the 
one salesman. That’s all there is to it and the overhead 
on handling radio is only a small fraction of our total 
overhead. 

“Also in the slack summer season our radio salesman 
can devote his attention to other things instead of 
hanging around idle and being almost a dead weight 
as is often the case in some stores which handle radio 
exclusively. 

“Radio is a very attractive proposition to the public. 
It brings in a lot of people who, otherwise, might never 
come into the store at all and these people buy addi- 
tional goods and tell their friends about our store—all 
of which is a mighty good proposition for us from 
every viewpoint.” 

According to Mr. Larkin, the turnover on radio sets 
and equipment is above the average, and the profit is 


very satisfactory. 
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$900 in Vacuum Cleaner Profits 
in One Month 


VERYONE expects ‘the progressive hardware 

merchant to sell vacuum cleaners. There is, 

however, considerable difference in the way 
the cleaner business is handled in the individual 
stores. 

For that reason the vacuum cleaner department of 
the Orange Hardware Co., Orange, California, is an 
extremely interesting one, not alone because of the 
profit the firm makes from cleaner sales, but also 
because of the manner in which the department is 
handled. 

That this store does make money from cleaners 
is indicated by the facet that in December of last 
year it cleaned up, after paying all expenses includ- 
ing advertising and cost of financing contracts and 
so on, over $900 from the sale of cleaners! Profits 
that month were over $15 per cleaner sold and since 
that time have averaged from $5 up to $15. All 
told, the last year’s profits on the cleaner depart- 


ment of the store, after figuring in all expenses, 
amounted to over $4,000! Some showing, isn’t it? 

How does the store manage so well in selling 
cleaners? House-to-house canvassing, newspaper 
advertising, interesting and attractive window dis- 
plays, demonstrations and prompt service in repairs, 
adjustments, etc., when service is asked for, con- 
stitute the answer to this question. 

One especially effective method used by this firm 
in boosting its cleaner sales is in following up people 
who rent cleaners from the store. 


How Orange Does It 


Every time a person rents a cleaner the store, of 
course, takes the name and address of the indi- 
vidual. A card is made out for the customer and 
the rent paid is entered on the card each time a 
cleaner is rented. Then, when a customer has 
rented a machine on several different occasions the 
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salesman goes to that customer and shows her the 

record card. Then he says something like this: 
“Just think, Mrs. Jones, you’ve paid us $4 for 

the rental of a cleaner and yet you haven’t made 

the first payment on a machine so as to get the 

benefit of the machine and save the money.” 
Generally, this line 
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Of course this advertisement made a deep im- 
pression on the readers of the paper, because it was 
so decidedly new and different and so very local and 
personal. And as the result of using this advertise- 
ment the store sold even more cleaners. 

All of Mr. Larkin’s advertising is strikingly snappy 
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be reached, particu- 

larly in California, where new homes are constantly 
being established. He feels that the selling of 
cleaners is simply a proposition of going after the 
business hard all the time. 

In going after the cleaner business hard all the 
time Mr. Larkin places considerable reliance on 
newspaper advertising. Much of the newspaper 
advertising he does for cleaners is decidedly unique. 
Recently, for instance, he ran a full page advertise- 
ment in the Orange Daily News in which the center 
of the page read like this: 

“900 reasons why you should own a vacuum 
cleaner. 

“500 more than a year ago. 

“900 Orange County neighbors and friends, whose 
names appear on this page are satisfied users and 
enthusiastic boosters for our cleaner. 

“These 900 people have considered other makes 
and found the cleaner we sell most efficient. Is the 
judgment of these 900 satisfied users worth anything 
to you? Are you going to keep HER: wanting a 


‘cleaner or will you give her one now?” 


sections of the county not reac 


and different. 

It is interesting to 
know that he con- 
fines his advertising 
entirely to the news- 
papers. Formerly he 
used direct mail ad- 
vertising, but has 
discarded this be- 
cause he considers it 
expensive and _. be- 
cause it is so much 
bother and _ trouble 
for him to use it. It 
is much simpler and 
easier, he finds, to 
use newspaper ad- 
vertising, and much 
less expensive when 
results are _ con- 
sidered. 

Generally when 
the store uses a full 
page advertisement a 
considerable number 
of extra copies of the 
ad are printed up by 
the newspaper for 
use by the store. 
These copies are dis- 
tributed by the sales- 
men to the _ people 
whe ceme into the 
store and are also dis- 
tributed from house- 
to-house in various 


hed by the newspaper. 


By using the advertising in this way the store cashes 
in to the fullest possible extent on its advertising. 
The arguments advanced by the Orange Hardware 
Co., in this unique ad are certainly good ones. In many 
communities the “Keeping Up With the Joneses Spirjt” 
is strong, and when Mrs. Smith knows that Mrs. 
Brown is using a vacuum cleaner of a certain make 
she frequently feels a strong inclination to acquire one 
for use in her own home. This advertisement in 
addition to its psychological appeal is well arranged 


tpyographicallv. 





The more a salesman knows about the practical 
use of the thing he is trying to sell, the more 
easily he makes a sale. An Upper Lake, Cal., 
_ dealer went out one morning a while ago with his 
hunting outfit and killed three wildcats. Don’t 
you suppose he can find listeners when he wants 
to sell hunting paraphernalia? And that’s saying 
nothing about the $2.50 each he secured in bounty. 
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Auto Show Reveals Hardware 
Man’s Opportunity 


Accessory trade is shifting from specialty and repair shop, reports say—Speed 
cars attract much attention in exhibit 


HE Twenty-sixth Annual National Automobile 
show, held in the Grand Central Palace in New 
York last week, was outstanding in many re- 
spects. Some of the notable events of the week were: 

The attendance of show visitors was probably larger 
than any previous show and very few free tickets 
issued. 

An unusual number of company officials and others 
interested in individual transportation attended the 
show and. its accompanying meetings. This is some- 
what due to important problems the industry is attack- 
ing and partly to the increased competition in the in- 
dustry. 

After a lapse of several years, speed became again 
the ceriter of interest. Three cars exhibited promised 
more than 80 miles an hour on the road. 


Only 50 makes of cars, the smallest number ever 
in a national show, were exhibited. The accessory 
and equipment exhibitor list shrunk to 211. 

Fewer experimental gimcracks were offered as 
accessories and this business if being confined to fewer 
and better firms, which are offering more reliable 
and usable merchandise. 

Secretary of Commerce Hoover, the chief speaker 
at the dinner of the Automobile Chamber of Commerce, 
said that the 500 per cent increase in the cost of raw 
rubber (forced by methods adopted by the British 
Government) had increased the cost of operating a 
light car 15 to 20 per cent. This increase in raw ma- 
terial, he said, was entirely unjustified and he wel- 
comed some plans to combat it. 

The tire makers, after a conference with Mr. 
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Hoover, announced that they had formed a $50,000,000 
company to promote the production of rubber in Ameri- 
can territory and would invest this money at the rate 
of $10,000,000 a year. The Automobile Chamber an- 
nounced that the vehicle manufacturers had arranged 
for the formation of a $10,000,000 company to promote 
the production of rubber. : 

At the opening of the show, some price reduction 
were announced and it was thought that others would 
follow. Later in the week it seemed that the senti- 
ment was for price increases. C. W. Nash said that 
the increased price of tires had raised the manufac- 
turing cost of passenger cars $25 each in his factory. 
Other raw materials, he said, were increasing in cost. 

The speed cars shown for the first time were: 

Stutz, probably the most radical car offered in a 
dozen years. There is much new engine practice in- 
cluding overhead cam shafts; a worm drive axle and 
hydrostatic brakes. The car sets lower by several 
inches than is permitted by other type axles. It is 
in the $3,000 class. 

The Chrysler Imperial 80 is a large car carrying 
much of Chrysler practice with a larger and more 
powerful motor. It is in the $2,500 class. 

The Rickenbacker Supersport is a torpedo body car 
with Rickenbacker practice modified to make high 
speed possible. The body is quite unusual and the 
lamps, radiator shell and other trimmings are copper, 
specially designed. A special car to sell for $5,000. 

Two new cars are the Pontiac, a General Motors’ 
product, made in the Oakland factory, and underselling 
the Oakland. It is a six cylinder car and resembles 
the Chevrolet strongly. It sells from $800 up. 

Willys Knight tiny six is a new car that attracted 
much attention, chiefly because the motor is reputed 
to be the smallest six cylinder built for practical pur- 
poses. In the $1,000 class. 

In the accessory division there was much discussion 
of merchandising trends. It is admitted that there 
is a swing on; that the car dealer is much more inter- 
ested in accessory sales than ever before. 

The selling of accessories by the specialty shop and 
the independent repair shop seems to be on the way 
out. This opens the field, it would seem to some rather 
aggressive work on the part of the hardware dealer, 
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who formerly sold practically all of the accessories 
that went with team transportation and who has, to 
a considerable extent, sold the automobile accessories. 

The placing of the accessories for retail with the 
car dealer would seem to have the effect of making 
them more of a specialty than formerly, as the car 
dealer’s store is not the one that a person is likely 
to visit on shopping trips. Those who are watching 
this trade closely, are expecting a very general shift 
of this trade. They make the point that as the inde- 
pendent shop gives up this work and restricts its 
activities to mechanics, that it will place the merchant 
who wishes to sell accessories and not install them in 
a much more enviable position. During the period 
that all repair shops were trying to sell accessories, 
the repair men were not anxious to install accessories 
sold by other merchants. The practice of selling 
bumpers, windshield wipers and other accessories with- 
out installation is becoming much more general. 

The leaders in the automotive industry are looking 
forward to at least six months good selling. They are 
not talking very confidently after that. During the 
last years, there has been sold 3,800,000 passenger 
cars each year. The number has not varied 5 per cent. 
This has brought home to makers that the “saturation 
point” probably has been reached and they are con- 
fronted with a stable increase and replacements. 

Owing to the fact that in some sections of the 
country, terms for purchase of new cars have been 
made so easy that it is easier to buy a new car than 
a used one, used car stocks are increasing in those 
sections. The clogging of the market with used cars 
and with practically 600,000 new cars carried over for 
the spring trade, stocks are heavy. 

As a rule, the automobile dealers and factories both 
have had a prosperous year but all are more or less 
nervous as to the future. This and increasing com- 
petition was what brought so many professionals to 
the show. 

An interesting speculation during the show was as 
to which companies exhibiting this year would not be 
there next. Opinion seemed to agree upon at least 
three manufacturers, with a fourth one in the minds 


of nearly all. 








The Unappreciated Grasshopper 


HE members of the French army flying corps have vivid imaginations. 


They have shown it many 


times. Only recently they have discovered that the juice squeezed from the much-despised grass- 
hopper makes an excellent lubricant for flying motors because it is unaffected by high altitudes. The 


result is that today the very insect which has customarily been looked upon as the scourge of many French 


colonies is being collected and bred for this good that is in him. . 
The world of merchandising, too, has its unappreciated grasshoppers. And it finds that all the latter 


require is a little imagination to make them assets of the greatest value. 

The retailer of today knows that the show window which his father looked upon more as a storage space 
than anything else is so valuable that it can readily be made his most valuable salesman. The business man 
has come to learn that, although another generation may have thought that - per cent discount for quick 
payment was so paltry as to be despised, systematic taking of such discounts is today insuring the profits - 
and the success of innumerable businesses. And traveling salesmen have found that the admission on their 
parts of those points of superiority of competitive goods which are undebatable does not necessarily rele- 
gate their own goods to the discard, but rather shows that they, themselves, are fair-minded. 

Perhaps you have some unappreciated grasshoppers in your own business. If so, search them out and 


add their excellent lubricant to the wheels of your business. 
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Passage of Resale Price Legislation 
Unlikely This Session 


Revisions in House Tax Bill Will Not Affect 


Retailers and Wholesalers 


By L. W. Moffett 


(Washington Bureau, HARDWARE AGE) 


PONSORS of proposed resale price legislation are making 
S every effort possible to secure its passage at the present ses- 

sion of Congress. Frankness compels the statement, how- 
ever, that present indications are they will not be successful. The 
House and Senate calendars are so crowded with proposed legisla- 
tion and other matters that have been given advanced position over 
price maintenance legislation that chances for the latter appear re- 
mote at this session. 

Actually no hearings have as much as been determined upon for 
the proposed legislation, reflected in the Kelly-Capper bill. In the 
House the measure is resting snugly in the Committee on Interstate 
and Foreign Commerce, of which Representative Parker of New 
York is chairman. In the Senate it is resting equally as snugly in 
the Committee on Interstate Commerce, of which Senator Watson 
of Indiana is chairman. There was considerable hope recently that 
the Kelly-Capper bill would be taken up at hearings soon and pushed 
through Congress, or at least, voted upon, before adjournment of 





the present session. 


But the erwoded calendars and the hearings 


facing both committees which have charge of the price maintenance 
measure now seem to give a less encouraging view to the situation. 
The House Committee just at this time is engaged in its important 
hearings regarding foreign monopolies, while the Senate Committee 
has important railroad legislation facing it. 


Hope still is entertained, though, 
that the Kelly-Capper bill may come 
up for hearings and disposition and it 
has been indicated that if those who 
are especially interested in it would 
urge quick action the chances for ac- 
tion might be improved. At the same 
time it is understood that the chair- 
men of both committees have shown a 
sympathetic attitude toward propo- 
nents of the legislation and have indi- 
cated that they will call hearings and 
prepare for taking the legislation up 
in Congress as soon as they can con- 
veniently do so. 

The wrangle at the Senate “investi- 
gation” into the Aluminum cases be- 
fore the Department of Justice is 
Icoked upon by some as interfering 
with such legislation as price main- 
tenance. The futile effort being made 
by the Committee which is “investi- 
gating” the Department of Justice’s 
activities in the Aluminum cases to 
show that these corporations fixed 
prices, discriminated against consum- 
ers, etc., may be futile only insofar 
as it presses an indictment against the 
Department. That the Department 
has shown diligence in the cases and 








has found nothing illegal, seems clear 
to those who care to give the question 
a fair study. But mixing of the gen- 
eral terms of price-fixing with that of 
price maintenance, as different as the 
terms are, conceivably will affect the 
public mind. The establishing of re- 
sale prices does not mean a form of 
“price-fixing,” but it is done singly 
and individually, not by group action. 
It is done by a manufacturer in con- 
tracting with distributers (retailers or 
wholesalers), and has to do with the 
resale of the manufacturer’s product. 
The latter, in “fixing” these prices, de- 
fends the grade of his own product 
and at the same time lays himself open 
to direct competition with other manu- 
facturers. In a word, viewed in this 
sense, resale price maintenance is the 
antithesis of “price-fixing” by group 
action which is condemned under the 
Sherman law. The point is clear to 
those who are most interested and 
have studied the issues, but those who 
play to the political gallery can mud- 
dle it unless their game is spoiled by 
real educational work on the part of 
those who understand and speak truly. 


} 





Aluminum Investigation Aimed to Af- 
ford Political Capital 


PEAKING of the Aluminum cases, 

it evidently was a surprise to the 
Senate “investigators” to learn that 
the Aluminum Co. of America readily 
volunteered to open its books to agents 
of the Department of Justice. Legally, 
it is likely the company could have 
denied the Department the right to 
look at them in its effort to see 
whether, as charged by the Federal 
Trade Commission, it had violated the 
consent decree as to increasing produc- 
tion of aluminum through two com- 
panies it had taken over. But the com- 
pany quickly offered to open the books 
as it had done previously for the Fed- 
eral Trade Commission. This seems to 
have taken wind out of the sails of 
assailants of the company, who have 
in mind all the time that Secretary of 
the Treasury Mellon is a large share- 
holder in the company. The opinion 
generally prevalent here is that the 
Aluminum investigation will afford 
political capital, and nothing more— 
nevermore. But possibly that will be 
enough for those pressing the inquiry. 





Revisions in House Tax Bill Will Not 
Affect Retailers and Wholesalers 


S POINTED out in these columns 
last week, the revisions made by 

the majority members of the Senate 
Finance Committee in the House tax 
bill means nothing to the retailer or 
wholesaler. The “substitute” bill of- 
fered by Senator Simmons, Democrat, 
would have cut the taxes more than 
the administration said could possibly 
be afforded, running as high as $400,- 
000,000, as it did. This substitute will 
get no serious consideration. It is 
curious, however, that as much as the 
Democrats and Republicans in the 
committee have fought and differed 
over the bill, the variance of views did 
not concern the “little fellow.” It has 
been well said that for the first time 
in the history of recent tax revision 
this was not the chief issue. The pow- 
wow between the two parties, instead 
of relating to the little fellow with an 
income below $10,000, relates to in- 
comes ranging from $20,000 to $100,- 
000. The opposition to the bill as 
presented. cast a reflective and pitying 
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eye on this class for some reason or 


other, and would slash $44,000,000 


more from their taxes than the origi- 
nators of the measure propose to do. 
They had been encouraged to do this 
by their victory in wipifig out the capi- 
tal stock tax, the committee vote being 
close, 9 to 8. There is no doubt that 
this action has given them considerable 
standing by many important interests 
which fought hard from the outset of tax 
hearings before the House Committee 
on Ways and Means for elimination of 
this tax. Arguments against it as- 
suredly have made their impression 
and particularly appealed to Western 
and Southern members of Congress 
from sections where the lumber indus- 
try is being developed so rapidly. 

The tax hits this industry with es- 
pecial adversity. To offset the elimi- 
nated capital stock tax the committee 
approved an increase of the corporation 
tax from 12% per cent to 13% per 
cent. One of the oustanding points 
against the capital stock tax was that 
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it was assessed against a business 
whether it showed a favorable or un- 
favorable balance sheet, while the cor- 
poration tax was increased on the 
theory that the tax can be applicable 
only to the more successful corpora- 
tions. The opposition to the inheri- 
tance tax is growing, and while the 
tax was maintained by the Senate com- 
mittee it will be strongly attacked on 
the Senate floor with the outcome in 
doubt. The “peeping Tom” (pub- 
licity) provision was wiped out by the 
House bill and kept out by the Senate 
committee. Those who fathered this 
provision in the present tax law will 
urge its continuance, but every pros- 
pect now is that it will be as dead as 
the dodo when the new tax legislation 
goes through. The normal rates, con- 
tinued by the Senate committee, in- 
clude exemptions of $1,500 for single, 
and $3,500 for married persons, with a 
tax of 1% per cent up to $4,000 of 
taxable income and 3 per cent on in- 
comes beyond $4,000. 
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Bolt and Nut Factory Established in 
S. Africa 

XPORTERS of bolts and nuts to 

South Africa, which included Bri- 
tish interests more than American in- 
terests, find increased competition be- 
fore them. The South African Nut 
& Bolt Factory, Ltd., a private limited 
company, registered in the Transvaal, 
has begun operations and has a ¢Ca- 
pacity of 200 tons per month with a 
single shift of eight hours. 





Building Costs Tending to Lower 
Levels 

UILDING costs will be more in- 

clined to seek lower levels than to 

mount during 1926, according to sta- 


“tistics given out by the Associated 


General Contractors of America. 
Whether the downward tendency of 
these costs, manifested perceptibly in 
1925, according to a statement of the 
Association, will continue, ~depends 
upon wage scales that will prevail in 
1926. Less “‘speculative” house-build- 
ing is predicted for 1926, when com- 
pared ‘with 1925. 











Opportunity and Desire 
By James McChesney Prickett 


life often complain that “opportunity seems to 

pass them by.” Some exclaiming bitterly: “Oh 
if I only had the opportunity that has so easily come 
the way of Mr. Hazplenty—or the chance of young 
Quickrize, you could bet your old cow hide satchel, I 
also would get somewhere in life.”” But how earnestly 
do they desire opportunity. We believe that. Oppor- 
tunity knocks hardest at the doors of those who have 
the strongest desire to embrace Opportunity. Will 
Opportunity accompanied by the elusive god of For- 
tune come to man or woman through Desire alone? 
Hardly. They must walk hand in hand with those in- 
spiring sisters: Effort and Concentration, not over- 
looking their nearest kin, Honesty and Good Service. 
We believe however that Desire, honest and long 
dwelled upon, begets Opportunity. When Opportunity 
glides forward from that mysterious unknown with 
glowing eyes and flushed cheeks, and beckons you to 
follow, she may whisper the query: “How long have 
you known the gentle brother Preparedness?” Oppor- 
tunity does not long dwell in the society of those who 
have not stumbled along o’er the rough and thorny 
path of life wi@h those inestimable comrades Desire, 
Effort, Concentration and Preparedness. Desire taking 
the lead after Opportunity has shed her light upon the 
pathway—followed by the other guests-Concentration 
and Preparedness. 

A great many have heard Opportunity knock upon 
their doors, LOUD! loud at first, then fainter and 
fainter, where Desire awakened not their slumbering 
souls! Opportunity comes to many in life through 
Desire and Effort. MANY CREATE OPPORTUNITY. 


| GREAT many salesmen as well as other folks in 


Abraham Lincoln said: “I will study and learn and 
then perhaps my chance will come.” “Chance,” a twin 
sister to Opportunity, did come and he was prepared 
throuzh Desire and Effort. Most of us believe the 
Great Emancipator CREATED OPPORTUNITY. 

A poet once wrote that Opportunity came but once 
and he who failed to hear the call was never given a 
second chance, but a wiser man out in Memphis, Tenn. 
—Walter Malone—wrote an answer to this poem, a 
part of it: “Each night I burn the records of the day, 
each morn a soul is born again.” These beautiful and 
inspiring words are inscribed upon a metal tablet, dis- 
played in a park facing the main street of that city. 

No doubt many outcasts, vagabonds, and those who 
have passed along with faltering footsteps—the drift- 
wood upon life’s turbulent seas—have paused and read, 
and have taken heart again, to become useful and 
worthy citizens. 

Opportunity is with us every day and every hour. It 
may not always carry the glitter of gold to lure us on, 
but it may come in the desire to help, and bestow kind- 
ness upon others. 

Every man should feel so long as there is left 
breath in his body, that he may march forth at the 
rising of a new sun, and grasp Opportunity—if he 
carries in his heart, the ever persistent, undying 
DESIRE. , 

Therefore every man and woman seeing the light of 
Hope fading from their paths should feel that Oppor- 
tunity will come singing down the Highways and lead 
them into the Land Of Worth While—if they will seek 
her through DESIRE and never ending Effort. 
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‘The 


Roman 


Alphabet 


By Joseph Bertram Jowitt 


Show Cards—Their Important Part as a Necessary 


average newspaper con- 
tains one-third news and two- 
thirds advertising while some maga- 
zines and periodicals devote about 
one-half their columns to advertis- 
ing. Everywhere we go we read, the 
use of show cards have about doubled 
in the last ten years. The manufac- 
turing and selling of show card 
board is conducted on a much larger 
scale than one would realize. East 
of the Rockey Mountains there are 
five pulp mills who specialize in 
show card board. 

Show Card Board is different 
from the ordinary card or Bristol 
board as it has a special coated sur- 
face which is scientifically adapted 
for single stroke brush lettering. 
It is made in four, six, eight, ten 
and twelve ply. The word ply refers 
to the thickness or weight. The best 
stock have a white filling or center 
while the cheaper grades have a 
gray pulp center. The better grade 
pays in the end as it is not so apt 
to warp and presents a better ap- 
pearance in the window. 

Everything is done today to 
make show card writing easily 
within the ranks of those who de- 
sire to learn it and it makes no dif- 
fererice whether you are 15 or 70 
years old if you will faithfully fol- 
low the writers instructions in 
Hardware Age you will in a few 


T certainly pays to advertise. 
The 


Business Aid 


months time to produce a legible 
show card. 

To obtain the best results it is 
important that the beginner should 
be in possession of a modern equip- 
ment such as regular show card 


Cameras«Supplies 
Wedo Printing and 


Developing 
Bring us your snap shots and we 
will develop and print them for you in 


24 HOURS- 


board. At least four genuine Red 
Sable show card brushes Nos. 6, 8, 
10 and 12. One set of speed lettering 
pens. Three two ounce bottles of 
regular show card ink, Black Red 


Dont Skid_ 


be prepared with 
a set of 


Tire Chains 


All sizes in stock 


and White. This outfit will cost less 
than $5.00 and may be purchased 
from Joseph Mayer, 19 East 14th 


Street, New York City. Or F. W. 
Devoe & Co., Chicago, IIl. 

The writer has selected this sim- 
ple one-stroke Roman alphabet on 
account of its artistic beauty, sim- 
plicity, popularity and _ legibility. 
The lower-case or smaller letters 
should be used for general descrip- 
tive lettering on account of the less 
space it occupies and the ease with 
which it is read. 

It is a mistake to try and feature 
in large capitals too many words on 
a show card especially where space is 
limited. Motion Picture slides where 
space and time is limited are all 
lettered in the lower case type. 

It is sometimes a little puzzling 
to compose just the right copy. We 
generally say too much. When a 
show card is placed on or near the 
article it is superfluous to go into 
detail. The show card featuring 
“Cameras and Supplies” shows the 
correct and incorrect phrasing and 
layout only by comparison is the dif- 
ference so pronounced. The same 
story is told on the card number one 
with nine words that requires 
twenty-five words on card No. 2. 
Notice also that the lettering on 
card No. 2 has the appearance of 
being crowded and extends to the 
edge of card leaving little or no 
margin or open space on card. The 
lay out and general design of a 
show card is every bit as important 
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as the lettering is. A beginner 
should never attempt lettering of 
any kind without first forming some 
definite layout in his mind. The 
width of the margin should first be 
decided, then the horizontal guide 
lines, then a light pencil layout of 
the lettering. 


Why not 


Replace your 
Old tools with 
new ones ? 


Good work. 
demands 


Sood tools. 


This third instalment of the 


Roman alphabet takes in the Capital 
and lower cases lettersO P QRS T 
U. It requires but 14 basic strokes to 
form these six letters, the letter “Q”’ 
being practically the same as the 
letter O with the exception of a 
single sima stroke at the bottom. 
The letter o for instance is made 
and finished in just two single 
strokes of the brush. The letter 
“P” is formed in two basic strokes 
but it requires five additional short 
strokes with the tip of the brush to 
form the “SPURS” which finish off 
and complete the letter. The letter 


* 
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R is composed of three _ basic 
strokes, the spurs are the same as 
in the letter “P.” The letter “S” in 
a class by itself is probably the only 
difficult letter in the alphabet and 
is easily mastered in the following 
manner with a little practice. Dip 
the brush well in the ink, then flatten 


Spray 
your a 
arly/ 


Complete 
line. “a 


Spraye rs, 


it out on a piece of card proceed to 
make stroke No. 1 (the center stroke 
of “S”), by placing the tip of brush 
SIDEWAYS as far up as the arrow 
crosses, bring this stroke down in 
one sweep stopping where the bot- 
tom arrow crosses. Flatten out the 
brush again and make strokes 2 and 
3 with tip of brush following arrow 
directions. 

The first cross stroke in making 
the letter “T” is done with the point 
of the flattened brush from left to 
right, the “spurs” or finishing 
strokes are made with the tip of 
brush. The first stroke in forming 


4] 


the letter “U” is made with the full 
width of the flattened brush, remov- 
ing the brush after stroke is finished 
into a point. Stroke No. 2 is made 
with the side of the brush. When 
making the thin strokes do not twist 
the arm but roll the brush between 
thumb and first two fingers. 


ce 
kates 


Sharpes 


Some people have an idea that 
show card writers are born with a 
steady hand and that “they could 
never learn to write cards because 
their hand shakes.” Practice alone 
controls the shaky hand and if you 
know just where each stroke should 
go you will be able to place them 
there whether your hand shakes or 
not. 

The beginner should not be in 
too great a hurry and be disap- 
pointed if he can not “get it” with 
three or four attempts. Learn to 
make the basic strokes first before 
attempting to form perfect letters. 








Courtesy Sales at Wholesale 


N a recent conversation with a salesman, he in- 
formed me that he was able to buy at wholesale the 
following items, viz.: Overcoat, shoes, ladies’ wear- 

ing apparel, electric appliances, hardware and cutlery, 
paint, brushes, carpenter tools, groceries, flour, pota- 
toes, fruit and vegetables, cigars, pipes, cigarettes, 
hats, ties, shirts, golf supplies, wall paper, draperies, 
furniture, rugs, carpets, linoleums, tires, auto acces- 
sories, books and stationery, in fact 90 per cent of his 
purchases were made direct at wholesale or with a 
special discount of 15 per cent in most cases. If this 
method is generally pursued and there are more than 
2000 salesmen in the city of Portland, who have houses 
or headquarters here, what is the result in the loss of 
business to the retailer? It means thousands of 
dollars of business that is directed from legitimate 
channels of trade. 

This growing abuse is directly traceable to “cour- 

tesy” of wholesale houses to others engaged in like or 
different lines of business. 


These “courtesies” to salesmen linked into the prac- 
tice of the salesmen buying for a friend. 

Manufacturers and jobbers who allow their em- 
ployees to purchase at wholesale are too often imposed 
upon by their own men buying for friends and rela- 
tives. Some firms have traced their purchases and it 
has resulted in their eliminating the practice. 

The proprietors of an apartment house recently in- 
formed the writer that they purchased paint, oil, var- 
nish, rugs, shades, draperies, electric appliances, soap, 
toilet supplies, and in fact nearly every article used 
at wholesale, including milk and butter. 

There is only one remedy—Stop the practice of 
“Courtesy Sales.” 

Let wholesalers become legitimate wholesale dis- 
tributors and allow the retail trade to go back where 
it should go—to the Retailer.—The Oregon Merchants’ 


Magazine. 
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Mostly About an Inn 


By Saunders Norvell 


“He had scarcely gone a short league when Fortune, that was conducting his 
affairs from good to better, discovered to him the road, where he also espied 
an Inn. Sancho positively maintained it was an Inn, and his master that it 
was a castle; and the dispute lasted so long that they arrived there before it 


was determined.” 


—“Don Quixote.” 


“There is nothing which has yet been contrived by man by which so much 


happiness is produced as by a good tavern or inn.” 


66 \ ’ [| ELL, how do you like New York?” is the 
r usual salutation of visiting Western friends. 
What is the answer? Let us think about it. 
There are several answers. There is not one New 
York, but hundreds of New Yorks. This has been 
called the magic city, the mysterious city, the golden 
city, the jazz city and the city of limitless vulgarity. 
Say all the good things you can about New York and 
they will all be true. Say all the bad things you can 
think of about New York and they, too, will be true. 
New York is just a magnified reflection of yourself. 
If you bring to New York intelligence, culture, re- 
finement and appreciation, New York returns all these 
things to you magnified many times. If you bring 
vulgarity to New York, New York will give you back 
vulgarity beyond the wildest dreams of the vulgarian. 


* * ~ 


This Winter I am living in a great, modern hotel 
in New York. A writer with an observing eye could 
pen a most interesting and amusing story about this 
hotel. I am almost tempted to try my hand at the 
job. This hotel is 36 stories high. There is not a 
chambermaid in the hotel. All the “‘chambermaids” 
are men. They are called “stewards.” I never saw 
a@ woman servant in the place. These stewards dress 
in white duck, as they do on ships. The largest indoor 
swimming pool in the United States is in the base- 
ment of this hotel. It is open all the year round. The 
other evening, after a late dinner, in showing some 
guests over the hotel, we went down to the swimming 
pool. There were a number of young men and girls 
swimming. They wore one-piece suits. Some of the 
women must have been expert swimmers because they 
were trying all the dives—the swan dive, the jack- 
knife, etc. Well, well, some of those Annette Keller- 
mans could dive from a height of 20 feet into that 
pool so cleanly that there was not even a splash. 
What athletic young figures! Why go to The Follies? 

* * * 

Then, in the same basement, are bowling alleys. 
Some of the tenpin players were experts. One man, 
while we watched, made a “strike” or a spare every 
time. It looked very easy. The work of experts al- 
ways looks easy. When an expert works as if the 
job were hard he is not an expert. The only expert 
who professionally makes his job look as hard as pos- 
sible is the fake strong man lifting fake dumbbells. 
Yes, then there’s the salesman telling his wife all 
about how hard he works! 


—Samuel Johnson. 


This hotel has enormous drawing rooms on the first 
and second floors. They are beautifully furnished in 
the style of the Italian Renaissance. On the second 
floor is a billiard and pool room, as well as a card 
room. There is a library with a large collection of 
books, easy chairs, good lights and silence. A librarian 
is in charge. All this service is free to those in the 
hotel. 

¥ * * 

On the first floor is a spacious dining room and near 
it a grill. You can dine either table d’hdéte or a la 
carte. There is an excellent orchestra that plays all 
the popular music during the dinner hours. On the 
sixteenth floor is a cafeteria. Here you pick up a 
tray and wait on yourself. The food is good and the 
prices are moderate. The surprising thing is that the 
refined and most aristocratic people are to be seen in 
the cafeteria. Down in the big dining room there 
are, I must admit, a good many evening toilettes, imi- 
tation pearls and signs cf suddenly accumulated 
wealth. One night I met a real, honest-to-goodness 
prince of a reigning family in Europe in the cafeteria. 
He was manipulating his tray like everybody else but 
his clothes were not made in New York. He was 
dressed in a thin, tight-buttoned jacket with very 
voluminous striped trousers. His shoes had gray tops 
with, flat pearl buttons. He evidently used “STAY 
FLAT” on his hair, but, all in all, he was a nice, 
cheerful, clever-looking prince. 

* * % 


Now, I have written about the high prices in some 
of the New York hotels. This particular hotel serves 
a table d’héte dinner every night for $1.25 in the main 
dining room. I cannot see how they do it—no paper 
napkins—full and complete service—and don’t forget 
the orchestra. They may serve this dinner as an ad- 
vertisement. One thing is sure, if they make a profit 
on this first-class dinner of several courses, the other 
fashionable hotels, those in the immediate neighbor- 


‘hood, must be profiteers. 


Oh, I almost forgot, up on the top floor there is a 
sun baleony where dinner is served in the summer- 
time. New York at night, with its millions of glitter- 
ing lights, with its rivers on both sides, is an interest- 
ing sight from this balcony. One night, as I stood on 
this balcony, dreaming of the famous cities of. ancient 
times, of the hanging gardens of Babylon, I heard a 
distant hum, and an airplane passed high overhead on 
its journey westward, possibly an airman on his way 
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to the landing field at New Brunswick, N. J. One 
of these bird men lives at The Shelton. 


e.:*? @ 


But, oh, boy! on the thirty-sixth floor, open all 
winter, js a real putting green and a driving net. 
There is a professional golf instructor in attendance. 
Every Saturday afternoon and Sunday the golfers are 
there, men and women, keeping fit physically and im- 
proving their game. The Shelton has a very com- 
pletely stocked drug store; but, alas, I fail to find a 
nursery !! 

* + * 

Some of my readers may think I am joking about 
this hotel and the prices. I am telling nothing but 
the plain truth. I am living at this hotel. It is The 
Shelton, on Forty-ninth Street and Lexington Avenue, 
a few minutes’ walk from the Grand Central Station. 


* # * 


There is an interesting story back of the building 
of this hotel. It was organized and built for bache- 
lors’ apartments only. The rooms are rather small. 
Almost every bedroom has a bathroom. Every bath- 
room has a shower. The shower actually works. You 
are not scalded one moment and treated to a dose of 
the Arctic Ocean the next. There are plenty of towels. 
There are no small domestic economies about The 
Shelton. 

* * * 

However, as a bachelors’ apartment hotel it did not 
work. The reason it did not work was that the 
bachelors seemed to be all of one mind and that mind 
was that they did not propose to be lonesome. The 
management of the hotel did their level best to regu- 
late the bachelors. The bachelors refused to be regu- 
lated. They stood on their inalienable rights of per- 
sonal liberty. “Why!” a bachelor would say, “isn’t 
this my home? Haven’t we got a sitting room? If we 
have a sitting room, haven’t we a perfect right to 
invite all of our aunts and cousins, not to mention our 
nieces, to come and visit us? Go to, go to!” 

* * * 


The owner of The Shelton gave up the problem of 
running a high-class bachelor hotel. It was reported 


that his expensive hotel detectives actually accepted . 


invitations to take part in some of the bachelor parties. 
He said he even suspected that some of these detec- 
tives went out and brought in fresh supplies for the 
bachelors and their nieces and their cousins and their 
aunts!! | 

* * * 

“T will fix these bachelors,” said the owner. “They 
can’t put it over on me right here in my own hotel.” 
So he fixed them. He made it a family hotel. This 
killed off the real bachelors and a gcod@ many of their 
feminine relatives! They simply couldn’t stand the 
domestic atmosphere. Now, at The Shelton every once 
in a while you even see a child. Of course, I am not 
risking my reputation for truth and veracity by say- 
ing just how often you see a real baby in The Shelton. 
Anyhow, I am sure that once I did see one! 

+ + 


Then there is a real modern, very modern, shop in 
The Shelton. It is so modern that when you walk in 


HARDWARE AGE 43 


you do not see any goods. The shelves are all covered 
with beautifully panelled wooden doors. There are a 
few tables and easy chairs scattered around. When I 
walked into The Shelton shop a charming young lady 
stepped forward and inquired: “Anything I can do 
for you?” She was not exactly in an evening toilette, 
but:almost so. I should have called it a demi-glassé 
toilette. I was merely dressed in a business suit, so 
I was somewhat embarrassed. “Well,” I answered, 
with a deprecating smile, “have you any Enders Razor 
Blades?” She opened one of the wooden doors, passed 
me a package and I handed her a dollar bill without 
even asking the price. I didn’t have the nerve! How- 
ever, she smiled as she handed me the change, and I 
did summon up courage enough to ask: “What is the 
great idea of hiding all your goods? Suppose some- 
body drifted in who did not know exactly what he 
wanted?” “Why, don’t you know?” she replied. “This 
is the latest idea in ultra-modern merchandising. 
Don’t have your shop look like a shop. Don’t show 
anything. If people come in here we suppose they 
know why they come. When they start buying we just 
show them one thing at a time. We believe in the idea 
of concentration of mind—no confused ideas, as when 
people see a lot of things at the same time.” “Well, 
well,” I replied, “it is nice to have these cabinets, but 
it seems to me if they had glass fronts you would sell 
more goods. Your cabinets would be silent salesmen, 
as it were.” “Say,” she answered, “have you ever 
been to Paris?” I admitted I had. “Well,” said she, 
“did you ever buy a string of Teckla Pearls?” “I even 
plead guilty to that,” I answered. “Then,” she said, 
“they didn’t show you but one string of pearls at a 
time. They found out about the price you wished to 
pay, whether you wished white, blue or pink pearls, 
and then they passed you exactly what you wanted.” 
I remembered this was just how they handled me. 


* * % 


I also remembered the “catch” in buying a string 
of pearls. You see, the pearls themselves do not set 
you back very much financially. Almost anybody can 
afford a string of these pearls, but after you select 
the pearls they spring the “catch.” The catch is a 
clasp made of diamonds, or possibly with a little 
square amethyst. I remember well how, when they 
sprang the catch I said sadly:- “But I came in to buy 
pearls. I did not come in to buy a catch.” “But,” 
said the polite salesman, “everybody judges a string 
of genuine pearls by the catch. Nobody these days 
can tell genuine pearls from the imitation, but, of 
course, they can tell a cheap, plain gold catch from a 
beautiful diamond and amethyst one like this.” Il 
asked him, if I bought the catch would he throw in 
the vearls? He consulted the manager, and, as I was 
leaving on the steamer the next day, he decided to do 
it if I would promise to write up the quality of their 
»yearis and send them some customers. 


* ~ * 


So I told this story to the young lady in The Shelton 
shop, but just as I reached the point of the story, that 
is, the “catch,” a customer came in. She smiled 
sweetly and said: “Excuse me. I have another oppor- 
tunity to sell some more Enders Razor Blades!” When 











44 HARDWARE AGE 


I need some more Enders Blades I am going to finish 
that story about the “catch.” 


*% * * 


Now, I might as well tell about the price of the 
rooms at The Shelton in order to head off letters from 
all over the United States! You can get an inside 
room without a window, with forced ventilation, at 
$75 per month, but remember, in New York the gen- 
erally accepted idea is that the time you pass in sleep- 
ing is time wasted. There is no real reason for you 
to be in your room more than 7 hours every night. 
Such being the case, what is the use of a window? 
You can get a room with one window, with hot and 
cold water and a single bed with a headpiece but no 
footboard, facing a court, for $85 per month. If you 
wish something de luxe, with two windows, facing out- 
side, with a bath and shower, it is liable to set you 
back $125. A bedroom and a sitting room facing two 
ways on the corner of the building costs $250. In 
other words, a bachelor with an income of $5,000 per 
annum can manage, at The Shelton, to keep the wolf 
away from his door, but I am told here in New York 
that none of the boys are afraid of wolves. No, no, 
Nanette, not wolves!! 

* * * 

Mark Twain once wrote a recommendation for an 
electric belt, saying that they had done him good. 
When a prospect wrote, asking Mark just how he 
wore his, Mark replied that he had never worn one of 
these belts—that they had done him good because he 
was a stockholder in the company! Just let me add 
that I own no stock in The Shelton. I wish I did! 


* *+& 


I am writing about The Shelton because recently 
I was talking to a distinguished literary man about 
learning to write. “How do you recommend I start?” 
I inquired. “Why,” he answered, “just write about 
things around you—about the places and people you 
meet every day.” So I am trying my hand on The 
Shelton. The proprietor may not like my style of lit- 
erature. But— 

* aa * 

People will give me memoirs to read. After a busy 
day and evening I sit in one of those low easy chairs 
at The Shelton to read these memoirs. I like the 
Shelton arm chairs. They are all very low. Some 
furniture genius who supplied The Shelton discovered 
that the seats of most of our chairs are from 4 to 8 
inches too high. I am advised that the highest and 
best form in chairs now is “low down.” Soon we will 
be reclining like the Romans. 


* * * 


The other night I was reading the life of Renoir, 
the great French painter. He was an impressionist. 
He believed in painting life exactly as he saw it. In 
these memoirs is told the story of Renoir on one occa- 
sion when he visited a pupil of his at the pupil’s own 
studio. Very proudly this pupil showed his master 
a painting he had just finished, called “Christ and 
the Angels.” Renoir looked at the picture and then said 
sternly to his pupil: “Have you ever seen Christ?” 
“No,” answered the embarrassed pupil. “Then I sug- 
gest,” said Renoir, “that you paint your father. Have 


January 21, 1926 


you ever seen an angel?” again inquired Renoir. “No, 
master,” said the student. “Then how do you know 
that angels are as fat as these you have painted?” 
Renoir inquired. “Go home, my boy, and paint the 
servant girl.” 

* * * 

Renoir, in all of his work, preached the sermon of 
the beauty that lies in the commonplace people and 
the commonplace things that surround us in our every- 
day life. I think that every life, no matter how com- 
monplace, that is truthfully written about, is interest- 
ing. The other night I read a book called “The 
Prairie.” It is a bleak story of a farmer farming in 
Kansas just north of Hays City—a story of a father, 
his son, this son, his wife and their son. I have seen 
the country north of Hays City in a blizzard. I once 
owned a farm myself, consisting of 160 acres, on Para- 
dise Flats, just north of Hays City. This writer who 
wrote “The Prairie” had been there. He described 
that country in winter so it gave me cold feet. He 
described it at the time of the drought so I could 
feel the fine dust on my lips. He described a driving 
Kansas rainstorm so I could feel the cold water run- 
ning down my back and down the inside route into 
my shoes, as it did in the old days when my horse 
and myself breasted one of these storms. No, no, 
Nanette, it is not our job to write about high court 
society. That is the right kind of stuff for the ser- 
vant girl’s weekly, but our job is to write about life 
every day as we see it—that is—mostly! 


* * * 


Ho, hum; ho, hum! It is a shame to have to leave 
the entertaining Shelton, but entirely contrary to my 
own wishes and desires, I am compelled to leave New 
York on a vacation. For years we have taken our 
vacation in February or March. It is our job at the 
end of the year to sit and listen while employees tell 
us how good they are. Whenever a business happens 
to have an extra good year, then, of course, all the 
employees are not only good but they are better, and 
there are a lot more of them. This year the nervous 
stram of listening to all of their superior qualifica- 
tions and how many times they have saved the busi- 
ness, has been very wearing on my system! But I 
will admit I do not need a vacation. I am not wait- 
ing for the time to come when I will need it. When 
I do really need a vacation there will be no pleasure in 
taking one. No man or woman who actually needs a 
vacation can enjoy one. The correct thing to do is to 
take your vacation before you need it, just as the 
tramp sitting on the fence informed the farmer that 
he had never in all of his life been tired because he 
always rested first! 

* * % 

The great question in our family was, if we are 
to escape the hectic social life at The Shelton where 
shall we go? Now, of course, there is Florida, but I 
hear Florida is so congested that you cannot even get 
your mail. Then there is California, but between The 
Shelton and California are days and days of Pullman 
cars, and these Pullman mattresses that seem to be 
made of rubber packing. As the surplus of the Pull- 
man Company increases the thickness of their mat- 
tresses seems to decrease. California is lovely. It 
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would be nice to go there if one had a wishing rug 
like Sinbad the Sailor, but we actually cannot per- 
‘ suade ourselves to spend the four necessary nights 
sleeping on one of those Pullman mattresses. Allow 
me to make the mild suggestion to the State of Cali- 
fornia that they take up a contribution and help the 
Pullman Company buy just a little more hair for these 
mattresses. You might even suggest a Simmons mat- 
tress. By the way, I see the Simmons Bed Company 
is not selling mattresses. What they are selling is 
just “sleep’—splendid idea! Do not sell buck saws. 
Sell “fresh-air amusememt.”’ The hired man and the 
farmer boy will appreciate this suggestion! 


‘ 


& & 


Well, we discussed all the places where we might, 
the most unprofitably, spend the month of March. 
Even Cuba was suggested, but we are advised that as 
the price of sugar has gone down the hotel rates in 


Havana have gone up. 
* * * 


The climate of Canada, toboganning, snowshoes, 
skiing and all that, was promptly ruled out. My 
daughter said no one went out dolled up in these 
winter sports clothes any longer than was necessary 
to have their pictures taken for the Sunday supple- 
ment. No snow scenes and cough drops for ours! 


- 2 -@ 


I just waited. I knew it was coming. “Say, dad, 
what is the matter with a month in Paris? You know, 
all the steamers now are offering winter rates.” “But,” 
I said, “ just at this season it will be rough and 
stormy.” “Oh, that’s easy,” replied my daughter. 
“Just take a ship sailing after a big storm and maybe 
you can slide over before the next storm comes!” 
“But,” I said, “one does have to make definite ar- 
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rangements. Which shall I arrange with, the ship or 
the storm?” Somehow I hesitate about going to 
France. In the first place we will all have to have 
photographs taken for our passports. These passport 
photographs always make one look like either an 
imbecile or a porch climber. You know they take them 
in the cellar by flashlight down at the Battery near 
the Custom House. I have seen whole families hav- 
ing their pictures taken at once. Possibly the fathers 
and mothers may be able to recognize their children, 
but I doubt it; and, you know, it was Shakespeare him- 
self who wrote that “It is a wise son who knows his 
own father!” I cannot understand why some genius 
does not get up a standardized passport photograph 
that will fit any face or figure. They could be sold 
like postage stamps and, I am quite sure from what I 
have seen of the officials and their general average of 
intelligence in the various countries I have visited, 
that a standardized photograph for passports would 
serve just as well.as those we get in the cellar. In 
order to add to the attractiveness of my photograph 
on my last passport a Custom House official stamped 
me right square in the face with a rubber time stamp! 
He must have been reading my articles. 
‘ * * 


The vote to spend “our vacation” in Paris was 
unanimous. My daughter called my attention to the 
low price of the franc. Then she added that the taxi- 
cab charge from The Shelton to the ship was only 
60 cent. “Those nice, thin little spring dresses they 
make in Paris are only only 4,999 francs each, marked 
down from 5,000 francs. But,” my daughter added, “I 
can do all my shopping while you are studying ancient 
Paris and copying articles out of some of the French 
books to work off as original on Llew Soule!” So it 
is all settled. We sail for Paris the latter part of 
February. We will miss The Shelton! A bientot! 








The Origin of Uncle Sam and the Dollar Mark 


England, in 1812, Elbert Anderson, of New York, 

then a contractor, visited Troy, where he pur- 
chased a large quantity of provisions. The inspectors 
of the articles at that place were Ebenezer and Samuel 
Wilson. The latter gentleman (universally known as 
“Uncle Sam”) generally superintended in person a 
large number of workmen who, on this occasion, were 
employed in overhauling the provisions purchased by 
the contractor. The casks were marked “E. A.—U. 8S.” 
Their inspection fell to the lot of a facetious fellow 
who, on being asked the meaning of the mark, said he 
did not know, unless it meant Elbert Anderson and 
Uncle Sam, alluding to Uncle Sam Wilson. The joke 
took among the workmen, and passed currently; and 
“Uncle Sam,” when present, was often rallied by them 
on the increasing extent of his possessions. 


er after the declaration of war with 


Writers are not agreed as to the derivation of this 
sign to represent dollars. Somé say that it comes from 
the letters U. S. which, after the adoption of the 
Federal Constitution, were prefixed to the Federal 
currency, and which afterwards, in the hurry of writ- 
ing, were run into one another, the U being made first 
and the S over it. Others say that it is derived from 
the contraction of the Spanish word pesos, dollars; 
others, from the Spanish fuertes, hard—to distinguish 
silver from paper money. The more plausible explana- 
tion is, that it is a modification of the figure 8, and 
denotes a piece of eight reals, or, as the dollar was 
formerly called, a piece of eight. It was then desig- 
nated by the figures 84. 

From Spokes, 
published by The Rotary Club of New York. 
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George M. Wright Dead 


Was President of Wright Wire Co. Until Absorbed by Wickwire 
Spencer Steel Co. 


Co., Worcester and Palmer, Mass., and its president and gen- 


(5 c..W M. WRIGHT, one of the founders of the Wright Wire 


eral manager until its absorption in 1919 into the Wickwire 
Spencer Steel Co., died at Worcester, Jan. 7, following a long sick- 


ness. 


He was born in Clinton, Mass., April 12, 1865. After receiv- 


ing his education at Monson Academy and in a business college, he 
entered in 1882 the office of his father, George F. Wright, then 
master mechanic of the Clinton Wire Cloth Co., as a draftsman. 


He became particularly interested in 
the development of wire weaving ma- 
chinery. In 1883 the Wright business 
was established on a small scale at 
Palmer to weave wire cloth, the elder 
Wright taking with him as partners 
his two sons, George and the late Her- 
bert N. Wright. They designed and 
built their own special equip- 
ment. Then Samuel H. Col- 
ton, Worcester, entered the 
business, the name becoming 
the Wright & Colton Wire 
Cloth Co., and the Worcester 
works on Hammond Street 
was established and grew to 
be the headquarters of the 
business. Mr. Colton re- 
tired in 1902, and George M. 
Wright became treasurer of 
the company and, upon the 
death of his father, its presi- 
dent and general manager. 
The plant expanded rapidly, 
and wire mills were estab- 
lished at Palmer. One of his 
sons, George F., is head of 
the George F. Wright Steel & 
Wire Co. Mr. Wright was 
mayor of Worcester from 
1912 to 1916. 

Mr. Wright’s business ac- 
tivities during the height of 
his career were varied and 
extensive. He had large real 
estate interests after retiring 
from the wire goods business. ¢ 

For more than twenty — 
years he was a prominent 
figure in the public life of 
Worcester. 
and devoted much time and energy to 
the positions which he filled. He began 
his career in the public service in 1900 
when he was elected a member of the 
common council, and 
served his city as mayor and was one 
of the few to be honored with four terms. 

In 1912 the Republicans nominated 
him as their candidate for mayor. He 
won by a handsome majority and there- 
after was reelected three times, com- 
pleting his service as mayor at the end 
of 1916. During his terms much im- 


He enjoyed public office | 


subsequently | 








| portant work was done in the develop- 
ment of the public works in Worcester, 
and he gave freely of his time and his 
business experience with resultant 
economy and efficiency in municipal 
business. 

Mr. Wright was prominent as a 
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George M. Wright 


Mason, being a member of Athelstan 
Lodge, A. F. & A. M., Eureka Royal 
Arch Chapter, Hiram Council, R. and 
S. Masters, Worcester County Com- 
mandery, Knights Templars and the 
Massachusetts Consistory. He was also 
a member of Central Lodge of Odd Fel- 
lows. He also had been active in for- 
mer years in many other organizations, 
having been a member of the Worcester 
Club, Automobile Club, Worcester Con- 
tinentals, the Elks and the Worcester 
Travelingmen’s Association. 

















5. L. NICHOLSON 
ACTING VICE-PRES. 
OF WESTINGHOUSE 


Has Been Identified With Co. 
Since 1898 


S. L. Nicholson has been elected act- 
ing vice-president Westinghouse Elec- 
tric & Mfg. Co. He has been identified 
with the company since 1898. In 1909 
he was made sales manager and held 
that position until 1917, when he was 
made assistant to the vice-president. 
Mr. Nicholson assisted in the formation 
of and was the first president of the 
American Association of Electric Motor 
Manufacturers, now the Electric Power 
Club, and he also assisted in the forma- 
tion of the American Gear Manufactur- 
ers’ Association and the Stoker Manu- 
facturers’ Association. He is a member 
of the Electrical Safety Conference, the 
American Statistical Association and 
the Bureau of Personnel Research for 
the Carnegie Institute of Technology. 


The F. E. Myers & Bro. Co., 
Issue 1926 Calendar-Poster 


The F. E. Myers & Bro. Co., manu- 
facturer of pumps, water systems, hay 
tools, door hangers, etc., Ashland, Ohio, 
is now distributing its 1926 Calendar- 
Poster. This poster, which has been is- 
sued annually for nearly 40 years, will 
be forwarded to 50,000 retailers, imple- 
ment houses and plumbers. It has an 
attractive heading and numerous illus- 
trations and should prove handy for 
reference purposes in making sales. 











Julius F. Stone Acquires Col- 
umbus-McKinnon Chain Co. 


Julius F. Stone, vice-president of the 


| Columbus-McKinnon Chain Co., Colum- 


bus, Ohio, has acquired control of that 
company, effective Jan. 2. 

C. M. Warbaugh, who has _ been 
president of the company since 1917 
and president of the Columbus Chain 
Co., with which it was merged at that 
time, since 1901, will continue actively 
in the management for the present, is 
president, but will take a vacation 
after 46 years in active business. 

Mr. Stone has been vice-president 
and an active member of the Board of 
Directors of the company for a number 
of years. No change in the personnel 
or policy is contemplated at this time. 

The Columbus-McKinnon Chain Co. 
operates branch plants at Lebanon, 
Pa., Tonawanda, N. Y., and St. Cath- 
arines, Ont., manufacturing automobile 
chains and welded chains for other 
purposes. 
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J. R. CRAWFORD 
RESIGNS FROM 
NAT'L CARBON CO. 


Was General Manager for Past 
Five Years 


J. R. Crawford, who for the past five 
years has been general sales manager 
of National Carbon Company, Inc., 
manufacturers of flashlights, radio bat- 
teries and dry cells, severed his connec- 
tion with that company Jan. 1. 





J. R. Crawford 


Mr. Crawford is investigating other 


fields covering products marketed 
through jobbing channels, but is not 
prepared at this time to make a definite 
announcement of his future activities. 





W. T. Dobson Purchases Gar- 
lock Hardware Corp. 


William T. Dobson has purchased the 
controlling interest in the Garlock 
Hardware Corporation, Newark, N. Y., 
and has taken over active management 
of the business. Frank Garlock, who 
has been the head of the organization 
for the last fourteen years, will gradu- 
ally retire from active participation in 
the business. The new owner is a son- 
in-law of Mr. Garlock. Julian Messon, 
another son-in-law of Mr. Garlock, will 
remain with the firm, both as stock- 
holder and an active worker. 





New Company Will Make Auto 
Bumpers and Accessories 


Samuel C. Gould and S. Harry Gray 
have incorporated the Gould Towline 
Bumper Co., Inc., Bridgeport, Conn., to 
manufacture automobile bumpers and 
automobile accessories. 








OF THE TRADE 





MCKINNEY MFG. CO., 





HOLDS SALES CONFERENCE 


Features Discussion of Important Trade Topics 


‘HE enthusiasm which it created among the sales force was 

the interesting feature of the annual sales conference of the 

McKinney Mfg. Co., Pittsburgh, held at the William Penn 
Hotel, in that city, on Jan. 11 and 12. Those two days were very 
fully occupied. On Monday morning there was a very general dis- 
cussion of the company’s advertising program, and this was fol- 
lowed by a symposium to which several of the salesmen contributed 
their reasons why, if they were jobbers, retailers, or actual users 
of builders’ hardware, they would favor the McKinney line. 


Following the luncheon at noon, there | 


were addresses and discussions of ad- 
ministrative activities, sales effort and 
follow-up work, and after dinner the en- 
tire gathering enjoyed a theater party. 
All of Tuesday was given over to the 
introduction and discussion of the new 
line of forged iron hardware which is 
being put upon the market by the Mc- 
Kinney company. As an aid to the con- 
sideration of the new line there was a 
complete set of samples. The confer- 
ence concluded with a banquet in the 
crystal room in the William Penn Hotel, 
which was featured by an address by 


—— —_ 





| Pennsylvania. 





Dr. Herbert W. Hess of the Wharton 
School of Commerce, University of 
Dr. Hess’ subject was 
“The Push Versus the Pull in Modern 
Selling.” The speaker is widely known 
for his ability to discuss business sub- 
jects and to present them in a very en- 
tertaining way. The banquet was con- 
cluded by the recitation of a business 
creed first read by W. C. Farr, presi- 
dent of the company, who presided at 
the banquet as well as at the business 
sessions, and then repeated by the en- 
tire gathering. 





A. J. Harwi Hardware Co. 
Issues New General Catalog 


The A. J. Harwi Hardware Co., | 


Atchison, Kan., has recently issued its 
general catalog No. 73, in which its 
complete line of hardware, tools, auto- 
mobile accessories and supplies are 
illustrated and described. 

The new catalog contains 1062 pages 
and is very conveniently indexed with 
a view of expediting reference. It is 
profusely illustrated and the various 
items listed are conveniently grouped. 

A preface contains views of the com- 
pany’s main warehouse and offices and 
its three branch warehouses. The 
company is now in its fiftieth year and 
its new catalog reflects its continued 
growth and prosperity. 





Lewis R. Atwood Dead 


Lewis Rogers Atwood, president of 
the Peaslee-Gaulbert Paint Co., Louis- 
ville, Ky., and subsidiaries, died in that 
city Jan. 8 at the age of sixty-five. He 
was a former president of the National 
Paint Manufacturers’ Association and 
of the National Paint, Oil and Varnish 
Association. During the war Mr. At- 
wood was chief of the paint and pig- 
ment division of the War Industries 


Board. 





J. Stevens Arms Co. Buys 
Page-Lewis Co. 


Announcement has been made by the 
Savage Arms Corp., Utica, N. Y., that 
the J. Stevens Arms Co., Chicopee 
Fals, Mass., owned and operated by 
the Savage Arms Corp., has purchased 
the complete physical inventory, use 
of the corporate name, patents, trade 
marks, etc., of the Page-Lewis Co., 
manufacturer of .22 caliber rifles of 
advanced design, Chicopee Falls, Mass. 

This purchase augments the Stevens 
line and makes its complete line of fire- 
arms one which embraces all types of 
sporting firearms. The full personnel 
of the Page-Lewis organization will be 
retained and the manufacture, sale 
and distribution of this line continued 
practically as heretofore, except that 
it will be given increased selling effort 
by the Savage organization. 





Advanced by National 
Lead Company 


Charles Simon and H. G. Sidford 
have been elected treasurer and di- 
rector, respectively, of the National 
Lead Co., New York, manufacturer of 
Dutch Boy white lead. Both men have 
been with this company for many years. 
Mr. Simon succeeds F. R. Fortmeyer, 
resigned. 
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ERWIN H. FUNKE, WITH 
KASTOR & BROS. 


Was for 23 Years with Vom Cleff 
& Co. 





Erwin H. Funke, for 23 years 
identified with Vom Cleff & Co., im- 
porters of hardware and cutlery, 105 
Duane Street, New York, has become 
associated with the firm of Adolf Kas- 
tor & Bros., importers of cutlery, 109 
Duane Street, New York. Mr. Funke, 
who was vice-president of Vom Cleff 
& Co., was for eight years in the com- 
pany’s New York office and for the past 
15 years has been in charge of the Chi- 
cago office, traveling the Mid-western 
territory. 

Besides handling the Kastor Com- 
pany’s line of cutlery, he will add and 
carry a complete line of imported pliers 
and other hardware specialties. He 
will also continue to keep his old Mid- 
western territory, but, for the present, 
due to the work incidental to getting 
started with the new lines, it will be 
impossible for him to make the com- 
plete circuit. He can be reached at the 
New York office of Adolf Kastor & 


Bros. 


Florida Co. Desires Prices and 
Literature 


The Gulf Stream Mercantile Co., Inc., 
Box 112, Boca Raton, Fla., is desirous 
of receiving literature and pricelists 
from manufacturers and wholesalers of 
hardware and hardware specialties. 


H. A. Baxter to Manage Steel 
Sales of Henry Disston 


H. A. Baxter has been appointed 
manager of the steel sales department 
of Hénry Disston & Sons, Inc., Phila- 
delphia. He has been general manager 
of sales of the Tacony Steel Company 
and the Penn Seaboard Steel Corpo- 
ration of Philadelphia. 


Court Decision Favors 
Flexlume Corp. 


The litigation between Flexlume 
Corporation and the Opalite Sign Co., 
which has been referred to from time 
to time in these columns, has been ter- 
minated by a final decree in favor of 
the Flexlume Corporation, in which a 
substantial sum was awarded as com- 
pensation for the infringement, during 
the period reviewed by the court, of 
its patent covering the standard raised 
glass letter double face sign and, the 
decree having been entered, the award 








of the court has been paid by the 
Opalite company. 

Those interested will recall that the 
Flexlume patent above referred to was 
held valid and infringed by the United 
States Court of Appeals for the Sev- 
enth Circuit. Pursuant to the ruling of 
the court, the double faced raised glass 
letter signs made without the license 
of the Flexlume Corporation and util- 
izing the principle of cross reflection 
set forth in the patent above mentioned 
are infringements of said patent. 





C. E. Hauk Now Detroit Mer., 
the Osborn Mfg. Co. 


C. E. Hauk has been appointed De- 
troit manager of the Osborn Mfg. Co., 
manufacturer of a complete line of in- 
dustrial brushes for every type and 
purpose, Cleveland, Ohio. 

The company also maintains an en- 
gineering department in Cleveland to 
cooperate with manufacturers in devel- 
oping special brushes or to adapt 
brushes to operations which are now 
being performed by some more costly 
method. 

The Detroit warehouse of the Osborn 
company will continue completely 
stocked with industrial brushes and 
brooms to insure prompt and adequate 
service to buyers in that district. 


N. Y. Brass Turning Co. Issues 


New Catalog 


The New York Brass Turning Co., 
568-574 Broadway, New York, an- 
nounces the publication of a new cata- 
log, listing its lines of glass door 
knobs, garden hose nozzles and mortise 
lock sets. 


Save the Surface Museum Be- 
ing Established in China 

The National Institute of Technology 
in Pekin, China, is organizing a Save 
the Surface Museum under the super- 
vision of Professor Z. C. Dage. Amer- 
ican manufacturers who have or desire 
business in the Orient should com- 
municate with Professor Dage. 

The museum will represent three 
types of work. 

1. Specimen cases for. exhibiting 
products of world renowned manufac- 
turers and raw materials. 

2. Demonstration section where 
model machinery shall be installed and 
operated to compare the usefulness of 
raw materials and mechanical effi- 
ciency. 

3. Reference shelves for books, jour- 
nals, circulars, and manufacturers’ 
catalogs containing oil, color, paint and 
varnish. 

It is open to the public and is ready 
to recommend to the trade any worthy 
equipment, material and manufactured 
products. The names of the donors will 
appear permanently in engravings on 
the front door of the museum. 











Paul Smith, Reg’d, Sales Agent 
for Wrenches and Tools 


Paul Smith, Reg’d., Montreal, Can., 
has been appointed selling agent for 
the Province of Quebec for Snap-on 
wrench sets and tools, manufactured 
by the Snap-On Wrench Co., Mil- 
waukee. 


J. W. Williamson, Pres., 
Weeden Hardware Co. 


J. W. Williamson has acquired the 
interests of Dr. F. F. Jenkins in the 
Weeden Hardware Co., Inc., Falconer, 
N. Y., and has succeeded the latter as 
president of the company. Other offi- 
cers of the concern will remain as 
follows: I. H. Mott, vice-president; 
Edwin Johnson, secretary; I. H. Mott, 
treasurer and general manager. 








Annual Meeting of the Mur- 
phy Varnish Co. 


Charles J. Roh was elected presi- 
dent of the Murphy Varnish Company, 
Newark, N. J., at the meeting of the 
Board of Directors, Jan. 12. He has 
been vice-president of the company. 
He was employed by the company in 
1901 as an office boy and has filled 
successively clerical positions in the 
Sales Office in Newark, and the posi- 
tions of assistant resident manager 
in Newark, manager of the Boston 
office, manager of the Newark Depart- 
ment and vice-president. He succeeds 
John J. Nicholson who retires from 
the company after completing a service 
of 37 years. 

Paul S. Kennedy was elected vice- 
president, in charge of industrial busi- 
ness. He has been with the company 
for 15 years as a technical expert and 
has developed a series of pyroxylin 
lacquer products for the company, in- 
cluding Murcote Spraying Lacquer and 
Murphy Brushing Lacquer. 

William H. DeCamp was elected fac- 
tory superintendent in charge of the 
Newark factory. 

Charles J. Sippi was made sales 
manager of distributor sales. The com- 
pany is reorganizing the sales and 
factory personnel in keeping with a 
broad policy of development. 





A. G. Williams Honored 


On Jan. 13 several hundred residents 
and business associates from various 
New England cities attended an infor- 
mal reception for A. G. Williams, A. G. 
Williams & Sons, Barre, Mass., in Wil- 
liams Hall, that town. The occasion was 
a mark of esteem and appreciation of Mr. 
Williams and the great amount of work 
he has done for his town and in com- 
memoration of his retirement from 
business. Mr. Williams started in busi- 
ness fifty years ago. There was much 
good music, some short speeches and a 
collation. 
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General Market News 





HARDWARE OUTLOOK FOR 1926 FAVORABLE 
—JANUARY SALES AHEAD OF LAST YEAR'S 


favorable, according to reports from the various market 


H_ itevoratie, sales throughout the country are generally 


centers. In certain of the markets sales for the first two 
weeks of January appear to be substantially ahead of those for the 
same period in 1925. Upon the completion of inventory, which is 
still occupying the attention of many hardware retailers, sales are 
expected to take a sharp upward turn, particularly as there is no 


prospect of lower prices. 


During the past week a satisfactory demand for spring merchan- 
dise was reported. Staples continue to move well, and retail stocks 
throughout the country are generally believed to be low. Collections 


are favorable. 





Prices Firm in New York 


Business in the New York market 
continues excellent, and spring orders 
are beginning to materialize in good vol- 
ume, despite the fact that a large per- 
centage of retailers are still in the 
throes of inventory. Upon the comple- 
tion of inventory, business, which for 
the first two weeks of January is ahead 
of last year’s, is expected to take a 
sharp upward turn. While numerous 
price revisions were reported during 
the past week, they were more in the 
nature of minor readjustments than de- 
partures from prevailing levels. Col- 
lections are generally good. 





Posthole Spoons Lower in 
Boston 


Posthole spoons have been reduced $3 
a dozen in cost by Boston jobbing 
houses. Sash cord also is cheaper, 
while Diamond E ventilators are more 
expensive. Makers of the Flexible Flyer 
line of sleds are out with 1926 prices, 
which are. practically unchanged. 
Numerous price changes are in the 
making, according to jobbers. 





Improving Demand in 
Pittsburgh 


Hardware business in the Pittsburgh 
district is beginning to emerge from 
the ‘lull occasioned by year-end inven- 
tories. Jobbers’ salesmen are again out 
on their routes and are finding that 
there are a good many holes in retail- 
ers’ stocks and quite a fair volume of 
fill-in orders are being sent in. Retail- 
ers also are beginning to specify against 
their orders for spring lines and on the 
whole the market is reasonably active. 
City retailers do not seem to be doing a 





particularly good business at present, 
but quietness is usual at this time of 
the year. Builders’ hardware is making 
a very good showing and in view of the 
fact that there are a great many 
schools, churches and other public build- 
ings in sight, the common expectation 
is for this year to make a good showing 
in this line, not only in the matter of 
volume, but in profits which were noth- 
ing to brag about in 1925. No im- 
portant price changes have been an- 
nounced lately. Collections are just fair. 





Northwest Looks for Good 
Year 


Every week the prospects for another 
excellent year of business become more 
apparent for the Northwest tributary 
to the Twin Cities. With the promise 
of the river barge line for freight ship- 
ments, the Northwest has still a better 
prospect for good business. Dealers in 
many instances have not completed 
their inventories, and until this task is 
behind them, they will not be interested 
in spring orders. Collections are well 
up to average. 





Few Price Changes in 


Cleveland 


Business has come out in surprisingly 
good volume to Cleveland jobbers since 
their traveling salesmen have returned 
to their territories after the holidays. 
Everything points to satisfactory busi- 
ness throughout the early part of the 
year. Spring merchandise has com- 
menced to move more actively and sales 
of winter goods have declined. Prices 
are holding up well with few changes. 
Stove pipe has been reduced, but 1925 
prices have been reaffirmed on elbows, 
stove boards and Flexible Flyer sleds. 























J. S. Alexander Review 
Business for 1925 


Throughout 1925 the United States 
enjoyed prosperity and business sta- 
bility comparable with the best years 
in the decade immediately preceding the 
World War, according to a recent state- 
ment by James S. Alexander, chairman 
board of directors of National Bank of 
Commerce. Production considered as a 
whole was about as near capacity as 
was possible with the available labor 
supply. Industrial earnings were excel- 
lent in all but a few lines where special 
conditions were operative. Consumer 
trade was at record levels. The rail- 
roads handled an unprecedented volume 
of freight and taken as a whole their 
earnings were the best in years. Labor 
was fully employed at good wages of 
high purchasing power, and industrial 
workers in the United States are now 
enjoying a standard of living probably 
not heretofore equaled in history. 

The past record of high profits and 
general well-being is gratifying, but the 
important consideration today is what 
may be expected in 1926. The course 
of American business in the year just 
beginning will depend on many factors, 
chief among them being the outlook for 
export trade, agriculture, the railroads 
and building construction. Interacting 
with all these influences and in turn re- 
sponding to them will be the course of 
money rates. 

The foreign commerce of the United 
States made good gains in 1925, with 
little change in its essential character. 
The .excess of exports over imports 
which was materially lower than in 
1924, was much more than covered by 
the huge volume of foreign loans floated 
in the American market. It is believed 
in some quarters that the time is not far 
distant when our so-called favorable 
balance of trade will entirely disappear, 
but examination in detail of returns for 
the year just closed shows that, regard- 
less of how good the logic of this belief 
may be from the long-run view-point, 
such a conclusion is premature. The 
higher price of raw rubber and impor- 
tation of a larger quantity were alone 
sufficient to account for the entire ap- 
parent decline in the export balance. 

There is no doubt, however, that 
American products will meet increas- 
ingly severe competition as Europe re- 
gains its economic strength. Germany 
and Italy, especially, are emphasizing 
the necessity of increasing agricultural 
output and, in so far as their efforts 
may be successful, some lessening of the 
foreign demand for American food 
products might result. 
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January 21, 1926 


(,ood Movement of Hardware in Boston— 


Outlook Very Encouraging 


(Boston office of HARDWARE AGE) 


market continue highly encouraging. Both the retailer and 


Rimenet on the movement of hardware in the New England 


the wholesaler are doing a better business than was antici- 


pated at this time. 


As might be expected, a goodly share of job- 


bers’ bookings are made up of merchandise that will be required 


later in the year. 


At the same time the call for standard lines of 


hardware, those that have no particular season, is remarkably good 
and most everybody is inclined to put more stress on this fact than 


they are on future retail wants and bookings. 


Builders’ hard- 


ware, for which there is usually little call at this time, is selling 


remarkably well. 


Roofing material, hangers, carpenters’ tools and 


nails all figure conspicuously in the weekly merchandise turn- 


over. 


Retailers, who thought themselves amply covered on such 


things are felting, storm window fasts, stoves, axes, heaters and 
the various other things one usually associates with cold weather, 


have been obliged to reorder. 


As a matter of fact, one has to scan the list of merchandise 
handled by hardware stores carefully to find articles not wanted 
today. Naturally those goods featured during the holiday trade 
have not much call in the jobbing market, the retailers are getting 
a chance to reduce stocks of such things almost every day. The 
current active buying, coupled with stock taking, has put jobbing 


houses to the test. 


They intimate numerous price changes have 


been received from manufacturers, but that it will be another 
week before they will have an opportunity to check up on them. 


AXES.—Retail dealers keep picking 
away at axes. Collectively these orders 
amount to quite a little each week, re- 


port jobbers. 


We quote 
stocks: 
Axes.—Without handles, single bit, 
$24.50 per doz. net; double bit, $19.50; 
flint edge with handle, single bit, 
$18.75. Ship Slinger, unhandled, sin- 
gle bit, $15.10. Flint Edge, with han- 
dle, boys’, No. 2, $12.50; house, 24- 
Ib., $12.25. Jimdandy, with handle, 
No. 2, $17; house, 2! 4-lb., 10.7 
BARBED WIRE.—tThe aggregate for- 
ward bookings by jobbers the past fort- 
night was highly satisfactory. Indica- 
tions are much more barbed wire will 
be moved by local wholesale houses 


this year than in 1925. 
We quote from _ Boston 


stocks: 
Barbed Wire.—From mill, 4-pint, 


Lyman, in car lots, $3.40 per 100 lIb.; 
in less than car lots, $3.65. Two-ply, 
twisted, galvanized, in car lots, $3.40 
per 100 'lb.; in less than car lots, $3.65. 
From store, galvanized, 4-point, 80 
rod reels, $4.21 per reel; 2-ply, twisted, 
$3.58 per reel. 
BARN DOOR HANGERS.—Among 
the many things retail dealers are con- 
tracting for, to be delivered later in 
the year, are barn door hangers. Dur- 
ing the fall of 1925 a lot of such mer- 
chandise went into consumption and 
the average retailer’s stocks were de- 


pleted. 


We quote 


stocks: 
Barn Door Hangers.—Topping line, 


Storm King, $9.60 per doz. par net; 
World’s Best, $17.28; Safety, $12; 


Tandem, $17.76 
BASEBALL GOODS.—Jobbers’ efforts 
to round up baseball goods business 


from Boston jobbers’ 


jobbers’ 


from Boston jobbers’ 





























so far have not been highly successful. 
To be sure some retailers have placed 
substantiai orders, but the rank and 


‘file of the trade evidently is not quite 
| ready to contract. 


We quote from Boston jobbers’ 


stocks 

Fielders’ Gloves. —No. 501, $4.50 per 
doz. net; No. .40; : 
$10.75; No. 511, $16; No. 514, $18; No. 
a. $22: other styles priced up to 
commen Mitts.—No. 569, $10 per 
doz. net; No. 574R, $18: No. 578T, 
$24; No. 577, $28; No. 588, $54; No. 
592, $72. 

Baseman Mitts.—No. 603, $16 “g 
doz. net; No. 608, $27; No. 625 W, $40 
Masks.—Boys’ No. 25M, $4. 50 per 
doz. net; Youth’s No. 31M, $19; 
Men’s, No. 41M, $42. 

Bats.—Crack-A-Jack, $2 per doz., 
net, Junior League, $3.60; King of 
Field, $7.20; burnt oil finish, $10.80; 
Bing-Go, $12; Youth’s assorted slug- 
gers, $7.20; Louisville Slugger, Jr., 
$5.40: Louisville Sluggers (regular), 
$16.20. 
Baseballs.—Per dozen net, Dandy, 
75c.: Boys’ Favorite, $4.50; Young 
American, $2; Junior League Special, 
2: Junior League, $2.75; Boy’s 
League, $4; Dollar Lively, $6; Pro- 


fessional League, $s; Hardwood 
i $12.50; ‘National League, 
14.50. 


BATTERIES.—Large numbers of bat- 
teries, particularly those adapted for 
radio sets, are being sold each week 
by the retail trade, and it is continually 
necessary to replenish stocks. The 
turnover in batteries has been unusual- 
ly frequent in the retail market, par- 
ticularly by those stores that really 
push radio goods. 
We quote from Boston jobbers’ 


stocks: 
Batteries.—Flashlights, in lots of 


six or more assorted unit packages in 
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one shipment, No. 935, 24 to the 

package, 8%c. each net; No. 950, 36 

to the package, 91¢c.; Columbia, ‘No. 

6, in Dp of 50, ae 22' per 100. 

Radio.—Dry cell in packages of 50, 

No. 7111, 29c. each net, No. 6, in lots 

of less than 12, 40c. each net; in lots 

of 12 to 50, $35. 22 per 100; in larger 

lots, $30.22 per 100. Cluster batteries, 

6 to the unit, 12 units to the barrel, 

$1.60 each net; 8 units to the barrel, 

$1.98 and $2. 34 each. 
BUILDERS’ HARDWARE.—Local job- 
bers report that some readjustment in 
builders’ hardware prices is in the 
making, but they are not quite pre- 
pared to say what it will be. In 1925 
the sale of builders’ hardware was 
enormous. New England looks for- 
ward to another active building year, 
bearish reports from some other sec- 
tions of the country notwithstanding. 
Jobbers are of the opinion there are 


many gaps in retail stocks to be filled. 


CHAIN.—Recent snows have speeded 
up retail sales of tire chains. Some 
concerns have been caught short of 
stock and are requesting rush ship- 
ments from jobbers. 


We quote from Boston jobbers’ 
stocks: 

Tire Chains.—Weed, 1 to 9 pair, 30 
per cent discount; 10 to 29 pair in 
one shipment, 35 per cent discount; 
lots of 50 pair in one shipment, 40 per 
cent discount. Fill-in orders are fig- 
ured at the discount earned by crig- 
inal purchases, 100 cross chains equal 
1 pair of tire chains. 

Machine Chain. — Twisted, 11-64- 
in., $7.50 per 100 ft.; 3-16-in., $7.80; 
13-64-in., $8.10; 7-32-in., $9; %-in., 
$13.50, all net. 

DRYERS.—tThe outlook for 1926 dryer 
business is good. Already many re- 
tailers have covered their require- 
ments, and still others have signified 
their intention of buying within the 


near future. 


We quote from Boston jobbers’ 
stocks: 
Clothes Dryers.—Four-line, $5.50 


each net; five line, 

EGG CARRIERS.—Sales have speeded 
up recently. Mrs. Hen has been quite 
industrious the past month or so and 
it has been necessary for poultry 
raisers to find new egg customers, 
which probably accounts for the in- 
creased demand for carriers. 


We quote from Boston jobbers’ 


stocks: 
Egg Carriers—New model egg 


crates, metal capacity, 1% doz., 88c. 
each net; 2-doz., $1.05; 3-doz., $1. 23; 
4-doz., $1.40; 6-doz., $1.75. Regal 
capacity, 15 eggs, l4c. each net; 30 
eggs, 26c.; 50 eggs, 47c.; 100 eggs, 
84c. Cases with fillers, capacity 15 
doz., $1.95 each. Poultry shipping 
crates, $1.68 each. 
FREEZERS.—During the first fifteen 
days of January, local jobbers booked 
much more freezer business than they 
did during the corresponding period 
last year. Thus the wholesale trade 


takes an optimistic view of the coming 


season. 


We quote from Boston jobbers’ 


——, 

a a i. pete 1-qt., 
$4. 35 vist: e* -qt., ; 
4-qt., $8. 25: 6-at., $70. 45; 8-qt., § $1850; 
10- -qt., $18: 12-gt., $21. 50; 1 : 
20-qt., $33.20; 25-qt., $42.60. 
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Mhe Satisfied Cus 


Comes Again; 


oo 


e 
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The satisfied customer comes 
again and again to your store, 
and every time that he enters 
it means additional profits for 


you. 
You can _ conscientiously 
specify Apex Electro-Zinc 
Coated Wire Screen Cloth 
and know that it will satisfy 
your customers. It is zinc 
coated by a special electro- 
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plating process, which resists 
rust and mechanical wear in- 
definitely. Its beautiful soft 
gray finish is pfermanent. 


The severest tests, both in the 
laboratory and in actual use, 
have proved Apex to be suit- 
able for all climates. Big deal- 
ers everywhere have long 
recognized it as a leading 
brand of wire screen cloth. 


Ask Your Jobber for Catalog and Prices or Write Us. 


Manager of Sales 


JOHN M. HART COMPANY 


Old Colony Building 


Chicago, Illinois 


HANOVER WIRE CLOTH Co. 


Manufacturers 


Hanover, Pa. 
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Arctic, 1-qt., $4 list; 2-qt., $4.60; 
3-qt., $5.5 55; 4- -qt., $6.80; 6-qt., $8.66: 
§-qt., $11. 10; 10-qt., $14.80; 12-qt., 
$16.65; 15-at., $23.30; 20-qt., 30. 


Jobbers’ discount, 50 per cent from 
store or factory. 


Alaska, 1l-qt., $2.95 list; 2-qt., $3.45; 
o-qt., $4.10; 4-qt., $5; 6-at., $6.30; 
8-qgt., $8.20; 10-qt., $10.75; 12-qt., $14; 
15-qt., $17. Discount, 20 and 10 per 
cent. Alaska special, 2-qt. only, 2.25 
less one-third off 

Auto Vacuum, l1-qt., $5 list; 2-qt., 
$6; 3-qt., $8; 4-qt., $10. Discount, 


331 72a pe r cent. 


GALVANIZED WARE.—This is the 
time of year when garbage freezes in 
garbage cans and the garbage man 
engages in the playful pastime of 
punching holes in the can. It will be 
well, therefore, for the retail dealer to 
keep a supply of cans on hand. Ash 
cans and sifters as well as garbage 
cans continue to move out of jobbers’ 
stocks in good volume. 


We quote from Boston jobbers’ 
stocks: 

Pails.—Galvanized, 12-qt., $5.10 per 
doz. net; 14-qt., 40 Ib. to the dozen, 


oat 14-qt., 50 Ib. to the dozen, 


$7.3 
Tubs.—Wash No. 200, $15.44 per 
doz. net; No. 300, $17.25. 
Ash Cans. — No. 0180, $2.25 each 
net; No. 190, $4; No. 171, $3.50; No. 
$3.88. 


181, 
Sifters.—No. 19, $3.68; Favorite, $6; 
Success, with cover, 


Rapid, $8.40; 
$7.25; Triumph Rotary, in crates of 
No. 4, 


two, $2.33 each. 

Garbage Cans.—Dover line, 

$1.05 each net; No. 2, $1.44; No. 1, 
$1.68. Underground, No. 2, $10.50: 
No. 3, $13. 


HEATERS.—Colder weather has put 
considerable punch into the retail heat- 
er business. This fact, however, has 
not been refiected to any appreciable 
degree in jobbing circles because the 
average retail dealer is well supplied. 


jobbey’ 


Heaters.—Universal line, No. E9953, 
plain standard, 12-in. bowl, lots of 
less than 3, $5 each net; lots of 3, 
$14.25 for the lot. No, E9955, fluted, 
12-in. bowl, less than 3, $5.35 each; 
lots of 3, $15.30 for lot. No. E9954, 
plain, 14-in. bowl, less than 3, $5.65 
each; lots of 3, $16.20 for lot, No., 
29927, less than 3, $4.35 each; lots of 
three, $12.60 for lot. Tilting reflector, 
10-in. bowl, in assortment only, No. 1 
assortment, three heaters, one each 
roval blue, mahogany red, sage green, 


We quote from Boston 


stocks: 


$10.50 per assortment; No. 2, three 
heaters, one each, old rose, ivory, 
French gray, $10.50. 


MASONS’ 
business 
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early date, presumably on the theory 
that public buying will be advanced 
this spring. 


We quote from Boston jobbers’ 


stocks: 

Lawn Mowers.— Colonial, 16-in., 
$8.25 each net; 18-in., $8.63. New- 
port, 16-in., $7.75; a -in., $8.13. Im- 
perial, 14-in., $14; 6-in., $15; 18-in., 


$16; 20-in., $17. ncaa makes, 
$5. 50; 16-in., $5.75. 

Lawn Trimmers.—Popular makes, 
$15 each list. Discounts, 50 per cent. 

Factory Shipment.—On direct fac- 
tory shipments up to 30c. freight on 
ten or more machines is allowed. 

Lawn Roller.—Water weighted, 18- 
in. diameter x 24 in. long, $13.34 each 
$15.34 24-in, diameter x 24 in. long, 

+ —Lawn, fountain, $6 per 
doz. net; fountain, half circle, $5.50. 
Rain King, $2.34 each net. 

Lawn Rakes. — Wood, three-bow, 
$8.75 per doz. net; steel, $9. Two- 
bow, wood, $6.90: steel, $7.15. Hand- 
made rakes, three steel bows, 28 
teeth, $10 per doz. net. 

Hose.—%-in. stock: Commercial, 
84%4c. per ft.; Pointer, 7%4c.; Leader, 
9e.; Vickson, 10c.; Olympia, 10%c.: 
Good Luck, 10%c.; Bull Dog, 14c.; 
Milo, 12c.; Vigelent, 10%4c. 


TOOLS.—Some 
in masons’ 


We quote from Boston jobbers’ 
stocks 
Massa’ Tools.—Bags, 18-in., $24 


per doz. net; 20-in., $27; 22-in., $30; 


24-in., $33; Hawks, 13 x 13 x 3/32-in., 
$20 per doz.; darbies, 3% x 42 x 
3/32-in., $22; flats, 5 x 12-in., $12. 


POSTHOLE SPOONS.—Jobbing quo- 
tations on the Ames line of posthole 
spoons have been reduced about $3 a 
dozen. 


Revised prices follow: 


We quote from Boston jobbers’ 
stocks: 

Posthole Spoons.—Ames lines, 7-ft. 
handles, $29 per doz. net; 8-ft. han- 


dles, $31, 


POULTRY SUPPLIES.—The demand 
for incubators and brooders, especially 
the latter, 
addition, jobbers have taken a large 
amount of poultry netting business for 
|future delivery and henhouse acces- 


is quite satisfactory. 


| sories are going well. 





LAWN ACCESSORIES.—Excellent re- | 


ports continued to be had from jobbers 
regarding the sale of garden acces- 
sories. In quite a few instances retail 
dealers are taking in stocks at this 


| 
| 
| 


We quote from Boston jobbers’ 
stocks: 

Incubators and Brooders. andard 
makes, from store, 30 per cent dis- 
count; from factory, in car lots, 35 
and 5 per cent discount: in less than 
car lots, 35 per cent discount. 

Poultry Netting.—Galvanized after 
weaving, from store, 50 per cent dis- 
count; direct factory shipments, 50 
and 15 per cent discount, f.o.b. 
Worcester, Mass. 





ROOFING MATERIAL.—In addition 
to a good futures demand, retailers are 


foreword 
tools has been 
placed with jobbers, but buying is by 
no means active. 
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taking roofing material in sizable quan- 
tities for immediate consumption. 


We quote from Boston jobbers’ 
stocks: 

Sheathing Paper.—Jap, $65 a ton 
net; Neponset black building paper, 
in 250-ft. rolls, $1.39 per roll net; in 
500-ft. rolls, $2.78; tarred felt, Jap. 
$70 a ton; double thread duck, mag- 
nolia, 12-o0z., 29-in., 40c. per yd. 


SASH CORD.—Jobbers intimate that 
sash cord, at least some kinds, will be 
lower in the near future. 


We quote from Boston jobbers’ 
stocks: 

Sash Cord.—Sampson spot, No. 7, 
73c. a lb. net; Nos. 8, 9 and 10, 72c. 
Acme, No. 6, 50c; No. 7, 48c.; Nos. 
8, 9, 10 and 12, 47c.; No. 7 in 1200 


ft. coils, 48c. Berkley, No. 7, 37c. 


SIDEWALK :CLEANERS.—A fair in- 
crease in the movement of sidewalk 
cleaners is reported by local jobbers, 
who attribute conditions to recent 
snows. 


We quote from Boston jobbers’ 
stocks: 
Sidewalk .Cleaners. — Wallingford 
aa No. SCX7 7%, $8.40 per =. net; 
. ee eee No. RRSC, $5.1 


SLEDS._-Manufacturers of “a Flexi- 
ble Flyer line of sleds have issued 1926 
price lists which are virtually un- 
changed from prevailing prices. 


Pan quote from Boston jobbers’ 
stoc 

Sleds.—F lexible Fliers, No. 1, $2.50 
each net; No. 2, $3.17; No. ;. $4; 
No. 4, $4.34; No. 5, $5.84. Racer, 
$4.34 each net; Racer, Jr., $3.50 
Speedaway, No. 99, $12 per doz, net; 
No. 100, $13.20; No. 150, $15. 60; No. 
200, $19.20; No. 250, $21.60; 
$26.40; Speedster, No. 340, 
per doz. net; No. 345, $32.40; No. 
350, $36; No. 355, $43.20. Framed 
sleds, No. 52, $11.40; No. 54, $17.40. 
Clipper, No. 2, $10.80; No. 4, $14.40; 
No. 6, $18. Baby sleighs, No. 0, $10.80 
each net; sleigh boxes, $43.20 per doz. 
Lightning snow scooter, $24 per doz. 
net. 


VENTILATORS. — Jobbers say they 
have received new price lists from 
makers of the Diamond E line of win- 
dow ventilators, which show an ad- 


_ vance, but that it will be several days 
_ before local prices are changed. 


WEATHER STRIPS.—Filling in orders 
for weather strip, felting and similar 
merchandise serve to keep _ interest 
alive in the wholesale market. Jobbers’ 
stocks are broken. 


We quote from Boston jobbers’ 
stocks: 

Weather Strip.—In bundles, Bosley, 
felt, 65 per cent discount; Excelsior, 
felt edge, 65 per cent discount; Flexi- 
ble felt, 20 per cent discount. 








Getting Ahead 


HERE is scarcely one of us but just feels he “has it in him” to succeed. And we are ever prone 
to let ourselves off so very easily with the excuse that the other chap, that competitor or old friend 
who has, we feel, nowhere near our own ability and brains, has gone ahead so well because—well, 


things just broke right for him, you know. 
But when we come to think of it, isn’t it true that it is not brains that count so much for success 


in business as it is judgment, foresight, and the ability to think ahead? 


It is the old classical differ- 


ence between Knowledge, which is the corraling, so to speak, of a vast amount of facts, and Wisdom, 
which is the ability to apply that somewhat smaller amount of knowledge, which is common to all of 
us and which we sometimes call Common Sense, to the needs and problems of Today and Tomorrow. 
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“Quality leaves - 
ats impwint”’ 


All the way 
through 


Slidetite visualizes for you 
all the Richards-Wilcox line. 
By the same high, approved 
standards barn, house, fire 
and elevator doors are hung 
—safe, durable, trouble- 
free. Write our Engineering 
Department, or get in touch 
with one of our branches lo- 
cated in cities listed below. 
Close, intelligent coopera- 
tion without obligation. 
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No garage better than its doorway 


There should be no posts or obstructions. The 
doors should open and close easily, smoothly, 
instantly. When closed the garage should be 
snug as a tight-fitting glove—weather proof. 
Anything less than this need not today be 


tolerated. 


Garage Door Hardware 


is the ultimate in doorway service. Doors so 
equipped slide inside and fold flat against the 
wall, out of the way. To close or open them is 
practically effortless. No hesitation, no hitch. 
Most practical for 2 to 10 doors in openings 
up to 30 feet wide. S/zdetite is ultra-modern, 
beyond anything ever before achieved in 
garage doorway equipment. 





New York Boston 


Chicago Minneapolis 


AURORA, ILLINOIS, U.S.A. 


Philadelphia Cleveland Cincinnati Indianapolis St.Louis New Orleans 
Kansas City Los Angeles SanFrancisco Omaha _ Seattle Detroit 


Montreal - RICHARDS-WILCOX CANADIAN CO.,LTD., LONDON, ONT, + Winnipeg 
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January Sales in New York Ahead 
of Last Year’s 


ITH inventories scarcely completed, business in the New 
York market is, nevertheless, excellent for this season of 


the year. 
the first 12 days of January are 


of those for the same period last year. 


One jobber, for example, states that his sales for 


approximately 20 per cent. ahead 
Retail stocks are generally 


low and retailers are evidencing no tendency to delay the placing of 


spring orders in the expectations of lower prices. 


On the contrary 


the price tendency is toward higher levels, particularly in the case 


of items made of iron and steel. 


While spring orders are materializing in very satisfactory pro- 


portions, the sale of staple items has also held up well. 


Collections 


are satisfactory, and the majority of the jobbers have little room 


for complaint on this score. 





Copper Wire Cloth 
Moving Well 


An active demand for copper wire 
cloth is reported by wholesalers in the 
metropolitan area. Stocks are suffi- 


cient. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 
Copper ave cloth, 14 mesh, $5.25; 
16 mesh, a 
Bronze, $6.25. 
Opal wire cloth, 14 
mesh, $2.50; 16 mesh, 


16 in., 


14 ‘teak $5.75; 
$2.20; 


12 mesh, 
$3.15. 





Lawn Fencing Active 


Flower bed guards are among the 
spring items which are showing in- 
creased activity at this time. Prices 
are firm and stocks adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 


Flower bed guard, No. 16 (165 ft. in 


roll), $9.08; No. 22, $10.73. 

Lawn fe nce, single (165 ft. in roll), 
No. 36, $13.20: No. 42, $14.85; No. 48, 
$16.50. 

Lawn fence, double (165 ft. in roll), 
No. 36, $18.15; No. 42, $19.80; No. 


$23.10. 


Gates in Demand 


An improving demand for gates is 
reported by certain of the New York 


jobbers. 


sufficient. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.0.B. NEW YORK 
Gates, single, 36 x 3 ft., $3 ‘each: 
42 x 3 ft., $3.15 each. Double, 36 x 8 
t., $6.95; 94 x 8 ft., $7.1 
No Change in 1926 Sled 
Prices 
Price lists covering sled prices for 
1926 show no departures from the 
schedules prevailing in 1925. The de- 


mand for this line is active, and stocks 
are generally sufficient. 


No Change in Stove Board 


Prices 


Nineteen twenty-six price lists cover- 
ing stove boards show no changes in 
prevailing schedules. Jobbers in the 
metropolitan area are reporting an 
active demand on these items, and state | 
that stocks are generally sufficient. 


Prices are firm and supplies | 


| Tacks in Demand 


While the majority of wholesalers 
are endeavoring to conform to the tack 
simplification program, adopted by tack 
and nail manufacturers, Jan. 1, some 
confusion is resulting owing to the 





presence of considerable stocks which | 


were purchased on the old basis. Prices 
—— today are substantially as fol- 
OWS: 


JOBBERS’ pap te ae... mh. RE- 
TAILERS, F.0O.B. NEW Y 

















Cut Tacks, Blued.—\% a papers 
(per dozen), No. 1, 69c.; No. 142, 60c. 
No. 2, 54c.; No. 2%, 49c.; No. 3, 42c. 
No. 4, 40c. % Ib. papers (per dozen), 
No. 6, 69c.; No. 8, 65c.; No. 10, 62c. 
No. 12, 60c. : No. 14, 59c.; No. 16, 59¢. 

Cut Tacks, Tinned. —"% Ib. papers 
(per dozen), No. 2, 58c.; No. 2%, 54e. 

No. 3, 46c.; No. 4, 44c. % ib, papers 
(per dozen), No. 6, 77e. 

Carpet Tacks, Blued. mae a papers 
(per dozen), No. 3, 39¢. N 38c.; 
No. 6, 36c.; No. 8, 35c. _— 10, 35c. 
No. 12, 5c. : ; No. 14, 5c. : No. 16, ae" 
1%, lb. papers (per dozen), No. 6, 64c.; 
No. 8, 62c.; No. 10, 61ce.; No. 12, 59c.; 
No. 14, 58c.; No. 16, 58c.; No. 18, 58c.; 
No. 20, 58e. 

Leather Head Carpet Tacks.—(Per 
dozen) No, 6, 54c. No. 10, 60c. (Sub- 
ject to stock.) 

Upholstery Tacks, ag tag —¥% Ib. 
papers (per dozen), No. 61c.; No. 
4, 5b4c.; No. 2, 52c.; Sto. 216, 49c.; 
No. 3, 41c.; No. 4, 40c.: No. 6. 38c. ; 
No. 8, 36c.; No. 10, 35¢c.; No. 12, 34c. 
1%, Ib. papers (per dozen), No. 6, 67c.; 
No. 8, 64c.; No. 10, 61c.; No. 12, 59c.; 
No. 14, 58e.; No. 16, 58c.; No. 18, 58c.; 


No. 20, 58¢ 


Gimp Tacks, Blued.—% Ib. Dag oe 


(per dozen), No. 2, 56c.; No. 2% 
No. 3, 43c.; No. 4, 42c. ™% lb. papers 
(per dozen), No. 6, 65c.; No. 8, 64c. 


Bill Poster Tacks.—1 Ib. papers (per 
lb.), No. 6, 16%4¢.; No. 8, 16c.; No. 10, 
15% c¢. 

Clout Nails.—(Per Ib.) 

g-in., 19c.; % -in., 18t6e.: 
-in., 17¢c.; 1%4-in. 16%. ; 
l6e.; "1% -in., 16c.: 2-in., 16¢. 

Tinned Trunk Nails. — (Per Ib.) 
| %-in., 20c.; %-in., 19%c.; 1-in., 
| Isic. 14- -in., 18 loc. 114-in., 18 t4e. 


14-in., 20c.; 
%g-in., 18c.; 


1%-in., 





Hot ‘Gsivanined Cocke. —1 Ib. papers 
lb.), %-in., 28c.; %-in., 27. ; 
%-in., 24c.; %-in., 221 fC. % -in.. 
92 lye. : 1-in., 22 1he.: 1%-in., 22%c. 
Copper Tacks.—™% lb. papers (per 
%-in., 54c.; M-in., 48c.; %-in., 
%-in., 44c.; %-in., 44c.; 1-in., 
44c.; 14%-in., 44c.; 1%-in., 44c. % Ib. 
papers (per dozen), No. 3 x %-in., 
95c.; No. 4 x fe-in., 90c. 


Hammers and Hatchets Active 


Hammers and hatchets are among 
the active items in the New York mar- 
| ket. As reported recently, a new price 


(per 





| 
Ib.), 
| 


46c.; 
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list has been lately issued by Fayette 
R. Plumb, Inc., Philadelphia, Pa., show- 
ing an upward revision on some of the 
leading items of the Plumb line, and 
representing an advance of approxi- 
mately 12% per cent. 


Consistent Demand for 


Heaters 


The sale of heaters in the New York 
market continues strong, particularly 
from the outlying sections. The move- 
ment of these items has been stimulat- 
ed by the difficulty in the mine owners 
and operators reaching an amicable 
agreement in the present coal prices. 
Prices are generally firm and stocks 
sufficient. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Oil Heaters 


PERFECTION— 
No. 72 2 burmers.........ccccec $17.50 
BUG. FTO @ DUPMOTR. .cccccccccccce Se 
No. 74 4 DUPMeIrsB.......ccccccces 28.50 
a eS ee 39.50 
Perfection dealers’ discount, 30 and 


5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 


PURITAN (improved Model)— 


INO. 423 3 DURMOTS...cccccccccses $17.50 
REG, GS BS WUOTE... ccccccccccccse Se 
NO. 44 4 DUPTMROTS....cccccccccce 28.00 
Puritan discounts same as Perfec- 
tion 
NESCO— 
Bes BE BD WUE. occ cciscccccss $9.50 
INO. BIB BS DURMOTB. .ccccccccccce 17.35 
a mee Oe IRS «cc's veccceutes 22.50 
INO. BLE 4 DUPMOTB. cccccccccccce 28.00 
a ES 39.50 
No. 1102 high shelf only........ 5.25 
No. 1103 high shelf only........ 6.50 
No. 1104 high shelf only........ 8.00 
No. 1105 high shelf only........ 9.75 
Nesco dealers’ discount, 30 and 5 
per cent; in lots of 10 or more, 30 
and 5. 
Ovens 
PERFECTION— 
No. 211 1 burner plain door....$2.50 
No. 211G 1 burner glass door.... 2.70 
No. 121G 1 burner glass door.... 4.90 
No. 122G 2 burners glass door... 6.00 
eR ee ee eee ee ee ew 6.15 


Dealers’ discount, on 10 or more, 


30 and 5 per cent; less than 10, 30 
per cent. 
PURITAN— 
No. 42G 2 burners glass door...$5.50 
Dealers’ discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 
cent. 
NESCO— 
No. .05 1 burner solid door...... $2.10 
No. 5 1 burner glass door..... 2.25 
No. 010 1 burner solid door...... 4.15 
No. 10 1 burner glass door..... 4.40 
No. 020 2 burners solid door..... 5.15 
No. 20 2 burners glass door.... 5.40 
No. 030 2 burners solid door..... 5.40 
No. 30 2 burners glass door.... 5.70 
Dealers’ discount, 30 and 5 per 
cent. 
Water Heaters 
a ee a ee $45.00 
Perrection NO. 412.....cccccecces 40.00 
Pertection No. €2l.....ccccccces 80.00 


Nesco discount, 30 and 5 per cent; 
Perfection discount, 30 and 5 per cent 
in lots of 10 or more; less than 10, 
30 per cent. 


Wicks, Etc. 


Perfection and Puritan, $4 per doz. 
and $48 per gross. 

Discounts same as on oil 
stoves, ovens and heaters. 


cook 
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, Pa a i 2 
- ge gat aie 


Grebe 


Reg. U-S. Pat. Off 
and 
Low-wave 
Extension 
Circuits 


550 





The high-wave reception range of the Grebe 
dial (B)—from 550 down to 240 meters— 
equals the practical tuning range of the 
usual receiver. The low-wave range of the 
Grebe dial (A) provides additional recep- 
tion down to 150 meters. 





S-L-F 
Condenser 






“Take the lead and 

set an example of dili- 

gent toil.’’ 
—Confucius 


Much toil and great diligence have made 
the Synchrophase worthy of first rank in 


radio receivers. 
Ch) Aer A : 


Binocular Coils 











-~ 














ear in Advance 


—the Synchrophase Offers 
unusual Sales Opportunity 


AST year Grebe developed the fieldless 
Binocular Coils and S-L-F (straight line 
frequency) Condensers. | 


These Grebe developments. have now been 
adopted on a number of other receivers. 


This year Grebe has devised the Low-Wave 
Extension Circuits, ‘‘Colortone,” and Flexible 
-Unit Control. It will be interesting to see how 
soon these, too, are added to other sets. 


When you sell the Synchrophase, you can offer 
your trade a set that is at least a year in advance 
—a set whose outstanding features sell it because 
of the superior reception they make possible. 


Write for full description 


A. H. Grebe & Co., Inc., 109 W. 57th St., New York 
Factory: Richmond Hill, N. Y. 
Western Branch: 443 So. San Pedro St., Los Angeles, Cal. 


This company owns and opérates 
stations WAHG and WBOQ; also 
low-wave rebroadcasting stations, 
mobile WGM U and marine WRMU. 


All Grebe ap- 
paratusiscov- 





The Synchrophase is also sup- 








ered by pat- 
plied with battery base and in ents granted 
a de luxe Console Model. | and pending. 
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Excellent Demand in Northwest Markets— 
January Sales Ahead of Last Year 


(Minneapolis office of HARDWARE AGE) 


ANY of the dealers in the Northwest have not completed 
their annual inventories, and until this much detested task 


is out of the way, they are not interested in the purchase of | 
Every in- | 
dication of good business may be found in the opinions of the deal- | 
as their expressions as to prospects for this year are | 


additional stocks for anything more than current needs. 


ers, however, 
requested. Some of them have already run ahead of their first two 
weeks’ business for last year, and express the firm conviction that 
this indicates what the year will be. Others state that their busi- 


ness for the last two months of 1925 was well ahead of the previous | 


year. 

An indication of better conditions can be found in the fact that 
delinquent taxes at the end of the year were far less than for sev- 
eral years. 
larger cities, but in the country as well. 
banner year in this regard, every indication points to another year 
in this field as good if not better. 

Collections are coming in well, 


been made by the farmers 

Early orders from the salesmen who have returned to their terri- 
tories show very good results. Prices are steady and show practi- 
cally no alterations. 





ASH § Sales are well up to $5: 18 in., $5.50: galvanized funnel, 
, . 17 in., $6.45, and 18 in., $7 per dozen, 
average, with prices unchanged. net. 
A a. from DF one: pied re ash '-FAVES TROUGH, CONDUCTOR PIPE 
f.o. win Cities: food square ash . a . ’ . 
Bein at $2; “¥ tallic conan. $4.2 ' AND ELBOW S.—Retail call 1S light, 


at $6 per doze n, at. 


with stocks well filled in jobbers’ hands. 
Prices show no changes. 


and wood barrel 


AXES.—Call is good, with stocks well 














assorted. Prices show no changes. We quote from Jobbers’ stocks. 
, : f.o.b. Twin Cities: Slip joint 28 ga 
We quote from jobbers’ stocks, 5 in. single bead eaves trough at 
f.o.b. Twin Cities: Single bit base 6.05 per 100 ft. : 29 g£a., $5.50 per 
weight axes at $14.50, and double bit 100 ft.: 28 ga., 3 in. conductor pipe at 
base weight axes at $19.50 per doz., $5.40 per 100 ft.; 3 in., elbows, $1.73 
net. per dozen, net. 
BOLTS. is fair, with ample| FIELD FENCE. s’'are begin- | 
stocks on hand for present call. Prices|ning to plan their purchases in this 
have no changed. line. Some future business has already 
We quote from jobbers’ stocks, been written. Prices show no changes. 
f.o.b. Twin Cities: Carriage bolts at Ww : : ~ oe sii 
F ar Ce . ina r om e quote from jobber stocks, 
45 per cent; machine bolts at 50 per f.o.b. Twin Cities: 26 in. 10 ga. top 


stove bolts at 75 per cent, and 
29 per cent from list. 


cent: 
lag screws at 5 


BRADS.—Sales are 
with prices steady. 


and bottom 13 ea. intermediate tvpe 
of fence at $30.04 per roll with other 
sizes and or in proportion. 


FILES. is normal for this 
‘season of the vear. Prices are steady 


slow at present, | 





We quote from _ jobbers’ stocks, | 
f.o.b. Twin Cities: Wire brads in 25 | and unchanged. 
lb. boxes at 75 per cent from lists. : 7 
We quote from iobbers stoc’«, 

BUILDERS’ HARDWARE.—AIll condi-|  £-0-b. Twin Cities: Best grade files 
. . . at 50 per cent, and second gra‘le files 
tions point to another heavy year in the | at 60 per cent from lists. 
building line. Contractors are prepar-|' GALVANIZED WARE. — Sales are 





ing for an early start, ready to take | fairly rood, with stocks ample for nres- 
advantage of the first change toward ent call. Prices have not changed. 
easier conditions in regard to _ the We quote from jobbers’ stocke. 
weather, under which to start opera- | f.o.b. Twin Cities: Standard No.1 
. ° galv: aniseed tubs at $7.50; No. 2, $8.25: 
tions. The Northwest should furnish a| No °3 $9.45: heavy tubs. No, 1. 
ready market for finishing hardware $12.60: No. 2, $13.80; No. 3, $15: 
duri 996 standard 10-qt., pails, $2.70; 12-at.. 
uring 1926, $3.05: 14-qt., $3.40: stock pails, 16- 

; . : qt., $5, and 18-qt., $5.50 per dozen, net. 
COAL HODS.—Demand still continues 


GLASS AND PUTTY.—Sales are very | 


good, with prices unchanged. vood for this time of year. Stocks are 


We quote from jobbers’ stocks, . = : : 
f.o.b. Twin Cities: Japanned open 17 well filled, with Prices holding firm. 
in. coal hods at $3.60: 18 in. at $4.15: We quote from _ jobbers’ stocks, 
japanned funnel hods, 17 in., $4.50; f.o.b. Twin Cities: Minn. prices, sin- 
18 in., $5.15; galvanized open, 17 in.., gle strength glass, 83 per cent: double 


Reading matter continued on page 58 


Building prospects are very bright, not only in the | 
While last season was a. 


from all parts of the territory | 
where crops were good. There is a smaller percentage of grain | 
stored in country elevators than the previous year, the sales having | 


strength, 85 per cent, and strictly 
pure putty in 50-lb. drums at $4.30 
cwt., net. 


HAMMERS AND HATCHETS.—De- 
mand is normal, showing some decrease 
because of lighter building operations. 
Prices have not changed. 


We quote from jobbers’ 
f.o.b. Twin Cities: Maydole, No. 11% 
carpenters’ hammers at $12.60; 
Plumb No. HF81, $10.50; Plumb No. 
2 broad hatchets, $14.45; No. 2 shing- 
ling, $11.20, and No. 2, claw, $12.50 
per doz., net. 


ICE CREAM FREEZERS.— Holiday 
sales developed a fair demand in a re- 
tail way. Dealers in many instances 
have placed their orders for spring de- 
livery. Prices show no changes. 


We quote from_ jobbers’ stocks, 
f.o.b. Twin Cities: Peerless ice cream 
freezers, 1 qt., $2.10; 2 qt., $2.45; 3 
qt., $2.95: 4 qt., $3.60; 6 qt., "$4.55, and 
S qt., $5.90 each, net. Arctic freezers, 
2 qt., $2.30; 3 qt., $2.78: 4 qt., $2.98; 
6 qt., $4.30 a net. White Moun- 
tain, 2 qt., $2.83; 3 qt., $3.38; 4 at., 
$4.13: 6 qt., $5.23 each, net. Alaska 
freezers in both grades, 20-10 per 
cent from list. Auto Vacuum freez- 
ers, 33% per cent from lists. 


LANTERNS.—Demand is well up to 


stocks, 


| normal, with stocks well filled. Prices 
| show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Long or short 
globe tubular lanterns, $13 per dozen 
net. 


NAILS.—Present retail demand is light, 
with stocks graded down to a low point 


in dealers’ hands. Prices have not 
| changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 


nails at $3.25 keg, base, and cement 
coated wire nails at $2.40 keg, base. 


OIL HEATERS.—Stocks are fair, with 
the normal winter demand at present. 
Prices are steady as last quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 12 oil heaters, 
japanned polished steel, $3.66 each, 
and No. 016, nickel polished steel, 
$5.32 each net. 


OIL STOVES, OVENS AND WATER 
HEATERS.—Retail call is light at pres- 


_ ent, but the prospects are very good for 


an excellent year in this line. Prices 
' are unchanged. 
Prices to retailers f.o.b. Twin 
Cities: 
Oil Cook Stoves 
PERFECTION— 
J a ee eer $17.50 
Ee ee en 22.50 
nO. FO € DUPMOUR. ccudcaccovcacce SOU 
IO. Te 8 DUPROTE. <cccocccrceoers OO.e 


Perfection dealer’s discount, 30 and 


5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 
oe (Improved Model)— 
Se B We oc sanowesvcad $17.50 
No: ‘3 z..a ere 22.50 
Pee, SG © BOPUIORD. cc ccccvscncsae Bae 
Puritan discounts same as Perfec- 
tion. 
NESCO— 
Se ee a re $9.50 
,, ae ee, 17.35 
IO. Bee © WEIMER. .cccvcccvcce meee 
NO. Z2hO © DWUPRTIOTR.....ccccccee 28.00 
PD Is bse cccecccce Ge 
No. 1102 high shelf only....... 5,25 
No. 1103 high shelf onlv....... 6.50 
No. 1104 high shelf on'v....... 8.00 
No. 1105 high shelf onlv....... 9.75 
Nesco dealer’s discount, 30 and 5 
per cent. 
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Write us for 25 
copies of this 
Folder, free, for 
counter distribu- 
tion. 
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Blabon’s Feltex Sam- 
ple Book showing 
rugs in colors, sent 
free to Hardware 
Dealers upon request. 


There’s money for you 
in these soods! 


Money in Blabon’s Feltex Rugs because they sell 
fast! 

Everywhere people are buying these _ beautiful, 
durable felt base rugs at their low price. 

There are some wonderful designs for living rooms 
and bedrooms, fancy borders with plain centers, and 
tile patterns for kitchens and bathrooms. Some of 
the patterns are really masterpieces of the designer’s 


art. 

With only a small investment you make good profit, 
because turnover is so rapid! Each rug is packed 
separately in a stout carton so that it can be re- 
shipped by a dealer without repacking. 

Only a little room is needed for Blabon’s Feltex 
Rugs. And no increase in overhead, 

Write for Blabon’s Feltex Sample Book. Ask us 
how you can get your share of this profitable 
business! 

May we send you an initial shipment of 25 copies 
of the Feltex Folder ‘‘Why Follow Grandmother?’’ 
(new edition) illustrating the complete line of Feltex 
tugs and yard goods? 


The George W. Blabon Company 
Philadelphia 


tstablished 74 Years 


Trade Promotion Head Office of the 
Department: Sales Department: 
Philadelphia 295 Fifth Ave , New York 


Feltex Rugs 


(FELT-BASE ) 
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Ovens 
PERFECTION— 
No. 211 1 burner plain door....$2.50 
No. 211G 1 burner glass door.... 2.70 
No. 121G 1 burner glass door.... 4.90 
No. 122G 2 burners glass door... 6.00 
| eae ea 6.15 
Dealer’s discount, on 10 or more, 
30 and 5 per cent; less than 10, 30 
per cent. 
PURITAN— 
No. 42G 2 burners glass door...$5.50 
Dealer’s discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 
cent. 
NESCO— 
No. 05 1 burner solid door..... $2.10 
No. 5 1 burner glass door..... 2.25 
No. 010 1 burner solid door..... 4.15 
No. 101 burner glass door..... 4.40 
No. 020 2 burners solid door.... 5.15 
No. 20 2 burners glass door.... 5.40 
No. 030 2 burners solid door.... 5.40 
No. 30 2 burners glass door.... 5.70 
Dealer’s discount, 30 and 5 per, 
cent. 

Water Heaters 
ea een ee Ty $45.00 
Perfection No. 412. .... .ccccccce 40.00 
POREUNO BOG  Bebvcccccccbsecess 80.00 


Nesco discount, 30 and 5 per cent; 
Perfection discount, 30 and 5. per 
cent in lots of 10 or more; less than 
10, 30 per cent. 

Wicks, Ete. 

Rockweave wicks, 25c. each. 

Perfection and Puritan, $4 per doz. 
and $48 per gross. 

Discounts same as on 
stoves, ovens and heaters. 


PAINTS AND WHITE LEAD.—There 
is some demand for interior finishing 
materials. Dealers are planning for 
another heavy year in the paint line, 
with every prospect of having their 
plans materialize. Prices show no 
changes. 
We 
f.o.b. 


oil cook 


stocks, 
house 
gal- 
Ib. 


jobbers’ 
Best grade 
in 1 
100 


quote § from 

Twin Cities: 
paints at $2.80 per gallon, 
lon cans, and white lead in 
kegs at $14.29 cwt., net. 


PAPER.—Demand is light at present, 
because of the decreased amount of 
building. Stocks are at a low point, 
with prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Red rosin build- 
ing paper in 20, 25 and 30 Ib. rolls 


at $3.25 cwt., and tarred felt at $3.35 
cwt., net. 


PYREX OVEN WARE.—Dealer stocks 
are somewhat depleted, due to heavy 
sales before the end of the year. De- 
mand is normal for after-holiday trade, 
with prices showing no changes. 


We from 
f.o.b. Cities: 


stocks, 
casse- 


jobbers’ 
No. 113 


quote 
Twin 
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roles at $1.17; No. 197 casseroles, 
$1.17: No. 202 pie plates, 50c.; No. 
210 pie plates, 67c.; No. 212 bread 
pans, 60c.; No. 231 utility pans, 67c. ; 
No. 12 tea pots, $1.67; No. 24 tea 
pots, $2, and No. 36 tea pots, $2.33 


each net. 
ROPE.—Sales are fair, with stocks 
graded down for inventory. Spring de- 
mand is being considered by the deal- 
ers, who are placing future orders with 
the salesmen. Prices show no further 
changes from those reported last week. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade manila 
rope at 27%c. Ib., base, and best 
grade sisal rope at 19%4c. Ib., base. 

SASH CORD AND WEIGHTS.—Sales 
are light at present, with stocks held 
at a low point. Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade sash 
cord, 78%4c.:; second grade, 45c.; 
cast iron sash weights at $2.10 cwt., 
net. 

SCREWS.—Retail sales are normal, 
with stocks in dealers’ hands graded 


down for inventory. Prices show no 


changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
wood screws, 75-25 per cent; flat 
head japanned, 65-25 per cent; 
round head blued, 70-25 per cent; 
flat head brass, 70-25 per cent, and 
round head brass, 70-20 per cent 


from lists. 
SIDEWALK SCRAPERS.—Dealers are 
finding very good demand for articles 
in this line. Stocks are being drawn 
en heavily, and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Kohler’s § side- 
walk scrapers at $5 per dozen, net. 


SK ATES.—Demand still continues at a 
fairly high point. Some dealers are 
stimulating sales by special price of- 
ferings, to clear out this seasonal stock. 
Prices are firm as last quoted. 


We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: Sterling half 
hockey shoes and skates, $4 pair; 
North Star aluminum finish’ tube 
skates and shoes, $7.25 pair: nickel 
finish, $8.25 pair; Nestor Johnson 
Flyer skates and shoes, aluminum 
finish, $5.50 pair, and nickel finish, 


$6.50 pair, net. 
SNOW SHOVELS.—Demand is excel- 
lent, and stocks are moving out rapidly. 
Prices show no changes. é, 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wood snow shov- 
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els, $19; steel blade, straight handle, 
$4.50; galvanized steel blade, D han- 
dle, 15% x 17, $10.80, and 16 x 21, 
$11.50 per dozen, net. 


SOLDER.—Call is fair, 
showing no changes. 


with prices 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Warranted half 
and half solder at 42%c. Ib., and 


strictly half and half solder at 41l4c. 
Ib., net. 
STEEL SHEETS.—Sales are light in 
some respects, particularly for use per- 
taining to outside work. Stocks are in 
good condition, with no changes in 
prices. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Black steel sheets 
at $4.35 cwt., and galvanized steel 
sheets at $5.60 cwt., base. 

STEEL TRAPS.—Dealers are finding a 
very good demand for traps over the 
entire territory. Stocks are well filled, 
and prices steady. 


We quote from jobbers’ 
f.o.b. Twin Cities: Triumph 
traps, 9c.; No. 1, 22c.; No. 1%, 18%4c. ; 
No. 2, 25%c.; No. 3, 41%c.; No. 4, 
5014c.; No. 115, 15¢.; No. 215, 29%c.; 
No. 315, $1.15; No. 115X, 20%c.; No. 
215X, 30%c. each; Victor, No. 4 traps 
at $1.10: No. 1, $1.38; No. 1%, $2.44; 
No. 2, . Oneida jump traps, No. 
0, $1.59; No. 1, $1.83; No. 1%, $2.81 
per dozen, net. 


STOVE SHOVELS.—Sales are normal, 
with no changes in prices. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Japanned, 14% in. 


stocks, 
No. 0, 


stove shovels, 50c.; Jumbo, 21% in., 
$1.55; Jumbo, Jr., 14 in., 85c. per 


dozen, net. 
STOVE BOARDS.—Demand has passed 
the high point for the winter, and stocks 
are being graded down to the minimum. 
Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Crystallized stove 


boards, 28 x 28, $16.95; 30 x 30, 
$19.70; 36 x 36, $27.45 per dozen, 
net. 


WIRE.—Spring requirements are being 
given attention by the dealers. Present 
sales are light. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Painted cattle wire 
at $3.01 per 80-rod spool; painted 
hog wire at $3.22 per 80-rod spool; 
galvanized cattle wire at $3.21 per 
80-rod spool; galvanized hog wire at 
$3.43 per 80-rod spool; smooth black 
wire No. 9, $3.25 cwt., and galva- 
nized smooth wire No. 9, $3.70 cwt. 





Very Busy with Them, in Fact 


HERE was a colored regiment of fighting 
men in the front line trenches, and they 
had been there for some time, with furious 
general 
that the Germans 
deserted a couple of machine guns that were 
visible out in “‘no man’s land,” as there was no 
sign of life about them, and the white captain 
pointed them out to a colored sergeant. 
a squad of men and go out and bring them in, 
the first time the smoke drops over them so as 
to give you some protection,” he said to the big 
“Yassuh,” replied the sergeant. 

Then the captain departed for another part of 
the trench. A few minutes later conditions 
seemed right, and with his dusky gang behind 
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counter-attack and 


It appeared 


attack, 
ments. 


black sergeant. 


bombard- 
had 


“Take 
sight. 


two guns?” 


“Well, why didn’t you bring them in?” 
cause” replied the sergeant, “DEY WUZ USIN’ 
"EM!”—From San Busco. 


him the sergeant climbed over the top, and 
started to run for the two machine guns. 
it suddenly developed that the Germans were just 
playing possum, for two of them rose from a hole 
behind the guns, 
approaching darkies, and began spattering lead 
at them. The sergeant led his men at full speed 
back into their trench, where they remained. 
After a. while the captain came back, and look- 
ing out, he saw the two machine guns still in 
He said to the sergeant, “Didn’t I tell 
you to take a squad of men and bring in those 


Then 


swung them toward the 


sergeant. 
‘‘Be.- 


“Yassuh,” said the 
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A Shovel Point Half 
the Jobbers Don’t 


Know 


Most jobbers don’t 
know that the lead- 
ing agricultural im- 
plement manufac- 
turers of America 
buy our steel to fab- 
ricate into their own 
products. 


They buy Indiana 
Shovels, they give 
satisfactory retail 
and consumer service 
and they continue to 
buy. But the world 
should know that the 
wearing power of a 
shovel depends 100% 
upon the steel used 
and that our steel is 
unapproached for its 
purpose. 








(= 





SOLID STEEL 









Indiana Shovels are 
strong and durable. 
Dealers should ask 
their jobbers for 
them. 


Look for (X) this trade- 
mark on the strap or 
cylinder of every shovel 


Indiana Rolling 
Mill Co. 


New Castle, Indiana 


Affiliated with 


Galesburg Coulter-Dise Co. 
Galesburg, Ill. 


We make 
the following 
brands: ‘‘Ingersoll 
Special,’’ ‘‘Indiana,”’ 
“Imperial,” “New 
Castle,”’ “Trojan,” “‘Matchit’’ 
—a shovel for every purpose and 
at a reasonable price. Write for 
further information. 











“IT cannot predict what coal will cost 
next winter, but I will prophesy that the 
sale of Dwiggins Wire Lawn Fence will 
keep right on increasing. 

“Because home owners are quick to in- 
vest in anything that increases the money 
value of their property and enables them 
to command a higher market price for it. 
It beautifies any home. 

“If Dywiggins Wire Lawn Fence wasn’t 
an investment the sale of it would never 
have necessitated the greatly increased 
factory facilities shown above. 

“You'll like to do business with the 
Dwiggins people, they show real interest 
in your success and work with you and 
for you right from the start. 

“Suppose you write me for full particu- 
lars.” 


DWIGGINS WIRE FENCE CoO. 
Anderson, Indiana 


STAR NEVER-SAC CATE 


mn, 
ui" 
ae 


me 
- 





; ipRERR: 


It has always been our aim when manufacturing an article of any 
kind to PRODUCE the BEST. This we have in the Star Never 
Sag Farm Gate. Salesman’s models for interested dealers. 





One of our best and most artistic fences. Very : - ¢ 
popular seller. Our Catalog shows complete $2.4 
line of Lawn Fences and Steel Fence Posts. i 
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1926 Starts Off Well in Cleveland Market— 
Increasing Volume of Spring Orders Reported 


(Cleveland office of HARDWARE AGE) 


HE new year is starting out with a good volume of hardware 


business. 


With inventories over and traveling salesmen back 


on the road, orders are coming in to jobbers with consider- 


able rush. 


stocks that were allowed to run low before inventory. 


Retailers generally seem disposed to round out their 


Buying of 


seasonal lines of winter merchandise is about over, but in its place 


are coming orders for spring goods. 
The demand for radio equipment 


very active is poultry supplies. 


One line that has become 


and accessories is holding up surprisingly well considering the tre- 
mendous volume of holiday business. 


A number of price changes have come out. 


Prices on boilers 


and radiation have been withdrawn and new price lists issued with 


numerous changes. 
boilers lower. 


Taken as a whole radiation is higher and 
However, some types of radiators have been reduced. 


Brass and iron valves have advanced and cast iron fittings are lower. 
Stove pipe has been reduced for coming season, but last year’s prices 


have been reestablished on elbows and stove boards. 


prices have been re-established on 


AUTOMOBILE TIRES AND ACCES.- | 


SORIES.—tTire sales have picked up 
somewhat since the first of the year, 
but retailers are not buying far ahead, 
as manufacturers are not making spring 
datings. Tire chains are quiet. 

We quote from jobbers’ stocks, 
f.o.b. Cleveland: Millers Falls, No. 
145 jacks, $4.75; Reliable jacks, No. 

1, $2.33; No. 2, $3.33 in lots of 12; 
Derf spark plugs, 9%6c. each for all 
sizes in lots of less than 50: Cham- 
pion X spark plugs, 45¢c. each for 
less than 100 and 41c. each for over 
100; Champion regular, 53c. each for 
less than 100, all sizes; 50c. each for 
over 100; Reliable jacks, No. 00, $1; 
No. 1, $1.25: Nos. 2 and 3, $1.75. 
ALCOHOL.—tThere is some demand in 
single drum 
declined 8 cents per gal. 

Cleveland jobbers quote denatured 
alcohol at 52c. per gallon for single 

drums. 


AXES.—Sales are 
price is unchanged. 

Jobbers quote f.o.b. Cleveland: 

First grade, single bitted rustless 
black finished, handled axes, $19.50 
base per doz.; unhandled, $15.50 per 
doz.; double bitted, handled, $24.50 
per doz.: double bitted, unhandled, 
$20 per doz.; 60c. increase for dozen 
lots weighing 42 to 48 lb. and similar 
advance for each 6 Ib. additional 
weight increase. 

BATTERIES.—The demand continues 
good although not quite as heavy as 
before the holidays. The supply 
plentiful and prices are firm. 


Jobbers quote f.o.b. Cleveland: 

No. 766 B batteries, $1.30 each for 
unit packages $1.40 for small 
lots. 

Kveready B batteries, No. 486, $3.58 
each for unit packages and $3.85 each 
for smaller lots. 

No. 6 Ignition cell 
teries, 29c. each. 

BOILERS AND RADIATION.—Manu- 
facturers of boilers, radiation and heat- 
ers withdrew old prices and announced 
new prices effective Jan. 11. In a 
general way prices on boilers have been 
reduced and radiation has been ad- 
vanced. However, this statement does 


rather light and 


and 


type dry bat- 


lots and the price has | 


is | 


Last year’s 
Flexible Flyer sheds. 





not apply to all items. The new price 
lists are rather complicated and some 
of the jobbers have decided for the 
present to take orders without prices. 


BINDER TWINE.—Jobbers are book- 
ing considerable business for spring 
‘shipment. Prices are firm. 


Cleveland jobbers quote first grade 
| binder twine at $6.98%4 per bale, 50-Ib. 

gross f.o.b. Cleveland and $6.87% 
| f.o.b. Chicago or Auburn, N. Y. 


BOLTS AND NUTS.—The demand is 
| fairly active and there is no shading 
of regular discounts. 


| Jobbers quote f.o.b. Cleveland: 
Large machine bolts, cut threads, 

50.and 10 per cent off list; small 

| rolled threads, 60 and 5 per cent off 





list; carriage bolts, large and small 
cut threads, 45 and 5 per cent off 
75 and 10 per cent 
$3.90 off 
5 per cent 


list; stove bolts, 

off list; hot 

list; small rivets, 

off list. ; 
CORRUGATED ROOFING. — This is 
being held at the recent price advance, 
and the demand is not lively. 


jobbers quote for the 

delivery No. 28-gage 
corrugated roofing at $4.34 per 
square, f.o.b. Pittsburgh. 


DUTCH OVENS.—tThese are in fair 
demand although sales are not as 
heavy as they were before the holidays. 
-top 


pressed nuts, 
65 and 








Cleveland 
first quarter 





Cleveland jobbers quote Tite 
ovens, 10% in., $2.15; 11% in., $2.5: 
12% in., $2.88; 13% in., $3.45; 14% in., 
$4.15. 


EAVES TROUGH AND CONDUCTOR 
PIPE.—Some business is being taken 


at the recent price advance. 
quote eaves 

pipe at 77 
lots 


jobbers 
conductor 
list in crate 


Cleveland 
trough and 
per cent off 


| livered. 

‘ELECTRIC FANS.—Jobbers have 
started to solicit orders for spring de- 
livery. Some new models are listed in- 


cluding a 10-in. Polar Cub oscillating 


de- 




















| 




















fan that will retail at $10, and a 10-in. | 


| Robbins & Myers oscillating fan, to re- 
‘tail at $16.50. 


The retail price on the | 
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latter’s 8-in. rigid fan has been re- 
duced from $10 to $7.50. 

GAME TRAPS.—Sales have tapered 
off as the buying season is about over. 


Jobbers quote f.o.b. Cleveland: 

Victor game traps, No. 0, $1.10 per 
doz.; No. 1, $1.38 per doz.; No. 1%, 
$2.44 per doz.; No. 2, $3.36 per doz.; 


Oneida jump traps, No. 0, $1.59 per 
doz.; No. 1, $1.83 per doz., No. 1%, 


$2.83 per doz.; No. 2, $4.38 per doz. 
GLASS BAKING WARE.—Retailers’ 
stocks were well cleaned out during 
the holidays, and jobbers are now get- 
ting a fair volume of fill-in orders. 
Jobbers quote f.o.b, Cleveland: 


Casseroles, round or oval, 1-qt., 
$1.17; 2-qt., $1.33; 2%4-qt., $1.66; 
square, $1.50; casserole with fancy 
covers, 35c. higher. 

Pie Plates, S8-in., 50c.; 9%-in., 60c.; 
10-in., 67c. 

Bread Pans, No. 212, 60c.; No. 214, 


Vi, 
Utility Dishes, No. 231, 67c.; No. 
232, $1.17. 

Tea Pots, 2 
6 cups, $2.33. 


cups, $1.67; 4 cups, $2; 


HANDLES.—The demand is_ steady 
and the price is firm. 

Jobbers quote f.o.b. Cleveland: 

Axe Handles.—No. 1 hickory, $4.25 


per doz.; No. 2, $2.90 per doz.; finest 
selected white hickory, $6 per doz.; 
special white second growth hickory, 
$5 per doz. 


Hatchet and Hammer WHandles.— 


No. 7, 90c. per doz.; finest growth 
hickory, $1.50. 
Hay Fork’ Handles. — Straight, 


chucked and bored, XX, 41% ft., $3.75 
per doz.: 5 ft., $4.50 per doz.; bent, 
414 ft., $4.15 per doz.; 5 ft., $5.10 per 
doz.; X bent, 4% ft., $2.90 per doz.; 
5 ft.. $3.20 per doz. 

Manure Fork Handles.—Bent, XX, 
4 ft., $3.90 per doz.; 4% ft., $4.25 per 
doz.: X, bent, 4 ft., $2.80 per doz.; 
414 ft., $2.90 per doz. 

Garden Hoe Handles.—XX, 414 ft., 
ft., $1.50 


$3.30 per doz.; No. 1, 4% 
per doz. 
Garden Rake WHandles.—XX, 6 ft., 


$2.65 per doz. 
pattern 
. 41% ft 


$6.25 doz.: No. 1, 

Shovel Handles.—Regular 
XX, 4% ft., $5.90 per doz.; X ie 
$5.60 per 


$3.75 per doz.; D handle, 
doz. 

Spade Handles.—X grade, $5.40 per 
doz. 


ICE SKATES.—Sales are now drop- 
ping off, but these have moved excep- 
tionally well this season. 
Jobbers quote f.o.b. Cleveland: 
Polished screw clamp skate, S4c.; 
same, nickel plate, $1.19; high car- 
bon runners, $1.62; same, highly fin- 
ished, $3.25; ladies’ skates, polished, 
$1.12: Alumo shoe skates, nickel sil- 
ver finish, $7.25; satin finish, $5.50. 
INCUBATORS AND BROODERS.— 
These have been moving rather slowly 
but the demand has increased. 
Cleveland jobbers quote incubators 
and brooders at 30 per cent off list 
for warehouse shipment and 35 
cent off list for factory shipment. 


MACHINE SCREWS.—These are firm 
and in fair demand. 

Cleveland jobbers quote machine 
screws at 80 per cent off list for iron 
and per cent off list for brass 
SCTeWS. 

NAILS AND WIRE.—The demand has 
improved particularly for nails, as job- 
bers now are getting fair volume of 
ear lot orders. Prices are firm. 


per 


-- 
in 
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EADING jobbers are now booking orders 

for spring deliveries to the trade. Cord- 

ley & Hayes, 10 Leonard Street, New York, 

U. S. A. World’s largest makers of sanitary 
drinking devices. 
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KING 
Take-Apart 
Adjustable Hinge 


Spring is just ahead! Warm weather will 
soon be here and with it the demand for 
garden tools, lawn sprinklers and screen 
door hinges. (KING TAKE-APART AD. 
JUSTABLE SCREEN DOOR HINGES.) 


The KING Take-Apart Adjustable Hinge is 
made in four types—full and half surface. 
ball and plain tip. Simple, strong all steel 
construction insures long life and freedom 
from ordinary hinge troubles. The oil tem- 
pered steel spring is easily and quickly ad- 
justed to the right tension for any door. 
The Take-Apart feature allows the door to 
be taken down at the end of the season 
without removing any screws. 


Here is an idea that will help increase your 
hinge sales this spring. When you sell a 
customer a set of King hinges for his-screen 
doors, suggest an extra set for his storm 
doors. King hinges are standardized and 
the parts are interchangeable so the storm 
doors can be hung without fitting extra 
hinges. 


Note—King hinges are also widely used on 
lavatory and wash room doors in public 
buildings. 


Like all A-P products, King hinges are 
packed in excellent cartons that save shelf 
space and prevent lost parts. Easily packed 
for reshipment to customers. 


ALLITH-PROUTY COMPANY 


Manufacturers of 
Fire Door Hardware Spring Hinges Door Hangers 
Garage Door Hardware Rolling Ladders Overhead Carriers 


DANVILLE, ILLINOIS 








Manofacturers of the finest =<@ of Garage Door Hardware 
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Jobbers quote nails at $2.75 per 
keg for car lots and mill shipment 
and $2.90 per keg for less than car 
lots. 

Jobbers quote as _ follows from 
stocks: 

Nails._-Less than car lots, $3 per 
keg; No. 9 galvanized wire, $3.45 per 
100 Ib.;: No. 9 annealed wire, $3 per 


100 Ilb.; cement coated nails, $2.40 per 
100 Ib.; polished fence staples, $3.70 
per 100 lb.; galvanized fence staples, 
$3.95 per 100 Ilb.; miscellaneous nails 
wy Wire brads, 70 and 10 per cent off 
ist. 


Barbed Wire.—s80-rod spools, Yvy- 
man, 4 point cattle wire, $3.25: same 
hog wire, $3.50; American special hog 
wire, $2.50. 


PAINTS AND OILS.—Turpentine has 
advanced 10 cents per gallon and lin- 
seed oil has declined the same amount. 
Jobbers are booking a fair volume of | 
business for spring shipment. 


Jobbers quote f.o.b. Cleveland: 

Mixed paints, regular shades, best 
grade, $3.10 per gal. for 1 gal. cans. 
Mutside white, $3.30 per gal., in 1 
gal. cans. 

Turpentine in bbls., $1.30; less than 
bbl., $1.45 per gal. 


$1.07: less than 


Linseed oil in bbls., 


bbl., $1.22. Boiled, 3c. extra per gal. 

White lead, in 100-lb. kegs, 15\4c. 

per Ib.: in 50 and 25-lb. kegs, l5lec. 

per Ib.; in 12%-lb. Kegs, 15%c. per 

Ib.: in 500-Ib. lots, 10 per cent dis- 

count; other prices are net. 
POULTRY NETTING AND WIRE 
CLOTH.—These are in rather moderate 
demand, 


Cleveland jobbers quote poultry 
netting at 50 and 7's per cent off list; 
galvanized before weaving, 50 and 10 


and 7% per cent off list: wire cloth, 
black, $1.85 per 100 sq. ft.: galva- 
nized, $2.05 to $2.10 per 100 Sq. ft. 


POULTRY SUPPLIES.—The demand | 
has become heavy as retailers are 
stocking up for early spring business. 
One of the most active items is thermic 
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doz.; No. 24, $2.50 per doz.. Delphos 
cylindrical feed troughs, $8 per doz.; 
Drinking fountains, $4.25 per doz. 
Mason jar fountains, Star type, with- 
out jar, 80c. per doz.; Moe and Del- 
phos galvanized, 1 qt., $2 per doz.; 

2 qt., $2.50 per doz.; 4 qt., $3.00 per 
doz. Leg bands, American size, $3.10 
per thousand; Mediterranean, $2.85 
per thousand; aluminum leg bands, 
$3 per thousand. 


SKATES.—Jobbers are re- 
ceiving a good volume of orders for 
these for spring shipment. 


We quote from jobbers’ stocks, 
f.o.b. Cleveland: 
Union skates, No. 4 and 5, $1.42 


per pair; No. 6, $1.55 per pair; No. 3, 
ball bearing, 85c. per pair. 

RADIO EQUIPMENT. — Sales have 

held fairly well since the holidays. 

Leading manufacturers have extended 


until July 1 price protections on tubes. 


ROPE.—The market is holding at the 
recent advance and sales are good. 
The differentials recently announced on 
Manila rope also apply to sisal rope. 


Cleveland jobbers quote first grade 
Manila rope, 264%ec. per Ib. at mill and 
27c. per Ib. out of stock; second 
grade, 2c less; Sisal rope, 18e. from 
mill and 18e. from stock; second 
grade, 2c. less. 


SLEDS.—Prices on Flexible Flyers 
that prevailed last year have been an- 
nounced for next season, and jobbers 
have commenced to take orders. 


jobbers quote sleds as 
Fivers, 331% per cent 
and 35 per 

Lightning 
doz.; 34-in., 


Cleveland 
follows: Flexible 
of list f.o.b. Cleveland, 
cent off list f.o.b. factory. 
Guider, 32-in., $12.50 per 
$14.25 per doz.; 36-in., 
doz. ; $0- in. Big per 
58-in., $26.15 per doz. 


SKILLETS AND LIDS.—Jobbers _re- 
port considerable demand for lids for 
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STEP LADDERS.—tThese are firm and 
moving fairly well. 


Cleveland jobbers quote best grade 
clear spruce ladders at 56%c. per ft., 


lighter grade, 48c. per ft.; competi- 
tion grade, 27c. per ft.; extension 
ladders, 30-ft., $9 each; 32-ft., 10.60 
each; 36-ft., $21. 85 each; 40-ft., $14.30 
each; straight ladders, 10-ft., $2.05 
each; 12-ft., $2.40 each; 14-ft., $2. a4 
each: 16-ft., $3.20 each; 18-ft., 
eac 


STEEL SHEETS.—One leading steel 
jobber has advanced galvanized sheets 
$3 per ton, but hardware jobbing prices 
are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Cleveland: 

Galvanized sheets, 28 gage, $5.10 
per 100 Ib. 


STOVE PIPE AND ELBOWS.—Prices 
for the season have come out and 
show a slight reduction in stove pipe. 
Elbows and stove boards are un- 
changed. 


Jobbers quote f.o.b. factory: Stove 
pipe in crates of 25 lengths, Security 
ae 28 gage 3-in., re 85; 4-in., $3.00; 

-in., $3.46; 7-in., $4.0 

~ 'bows. Security ose corrugated, 
28 gage, 3 in., $1.02; 4 in., $1.14; 5 
in., $1.26; 6-in., $1.38; T-in., $1.86; ‘all 
per dozen. 

Coal hods, galvanized, 17 in., $5.25 
per doz. for open models. Same size 
close with funnel, $6.50 per doz. 

Stove boards in full box lots, paper 


lined, square, 26 in., $7.35 per doz.; 
28 in., $8.30; 30 in., $9.70; in., 
$11.45; same, wood lined, 24 in., 
$11.20 per doz.; 26 in., $13. 35; 28 in., 
$15.50; 30 in., $18, and 33 in., $21.30: 
oblong, wood lined, 18 x 24 in., $9.95 
—" doz.; 18 x 30 in., $12.50; 20 x 30 


$15. 10: 24 x 26 in., $16.65; on 
paber lined, 18 x 24 in., $6.45; x 30 
$8; 20 x 30 in., $9.45; 94 ix 36 in., 
$10. 10. 
VALVES AND FITTINGS.—A price 
advance of about 2% per cent on brass 
and iron valves and a reduction of 


fountains. 





Cleveland jobbers quote as fololws: | skillets. around 5 per cent on cast iron fittings 
Thermic fountains, 2 gal., $18.75 per : ae 
doz.: 3 gal.. $24.00 per doz.: 5 gal. | ad og * age gl pee grape aries has been announced. No change has 
or tr : ’ cael ; om / m I . 5 ° , 62ec: Griswok ° 
mage Ag gel mall nig aa pom skillets, No. 8, 70c.; No. 9, 8c. been made on malleable fittings. 


No. 12, $1.85 per doz.; No. 18, $1.80 per 








My Ain Store 


By William Ludlam 


There are chain stores all about me— 
And there’ll probably be more; 
But I’ve got enough attending 
To the business in my store: 
I have little time to worry— 
How the chains are run? 1’m prone 
To let ’em do the running; 
But /’m bound to run—my own. 


HERE are chain stores all about me— 
To the north, south, east and west, 
And to put me out of business 
They have done their level best; 
But in spite of all their efforts 
To destroy me, I have grown 
To successful independence 
Through attending to—my own. 
They are making sales, I grant you; 
But I’m not concerned about 
The business they are doing, 
Or the orders they turn out; 
All my efforts are directed 
To one store, and one alone 
Where the chains shall never down me— 
It’s my ain store—It’s—my own! 
WILLIAM LUDLUM 


There are lots of men who worry 
And waste hours every day 

Tossing hard words at the chain stores; 
But—I take the other way; 

While they’ve rumbled and they’ve grumbled, 
Not a word from me has flown; 

I’m not talking, but I’m working, 
Not for chain stores, but—my own. 








Reading matter continued on page 64 
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Unusual? Yes! 


large. 





Such sales are not made every week. 
shows clearly what a live Cletrac dealer can do when he has 
Cletrac quality and performance to sell. 
Model ‘““‘W” and the new Cletrac “K” sales are sure and profits 
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$5000 Profit—In Two Weeks! 


This is the record made by two Cletrac dealers during the last two 
weeks in October. 
county. Another signed up a customer for a fleet of fourteen 
Cletracs for industrial development work. 


earned over $5000 gross profit. 


One of them sold twelve Cletracs in one 


And each of them 


But it 


With our low priced 


Expanding Tractor Market Offers Remarkable Opportunities 


The tractor market has come back! And it has come back 
strong! From coast to coast Cletrac dealers report improved 
conditions—steady sales—and increasing profits. Prospects are 
all about you and with the Cletrac organization—the Cletrac 
Line—and Cletrac National Advertising our dealers will make 
big money next spring. 


The Cleveland Tractor Co. 


Write us today for the details of our Dealer Plan. We send 
you live inquiries from our national advertising—furnish de- 
scriptive folders, mats, and electros for your local papers—-and 
co-operate fully with you. If you want a County Dealership 
and sure profits let us hear from you at once—preferably by 


Cleveland, Ohio. 





Crawler Tractors 











j PAGE LAWN FENCE], 


A Rapid Seller in Every Community 














PAGE 
Perfection Fabric 
Made in a of 36 


to 84 inc 

The universal demand for 
this design is positive proof 
of its popularity. Note the 
small space between pick- 
ets at the bottom of the 
fabric —leaving no foot- 
hold for children to climb 
on and making it dog, cat 
and chicken proof, 


There is a constant demand for lawn fence in 
every community. 


By supplying this demand with Page Lawn Fence 
you will win both the friendship of your trade 
and a good margin of profit. 


Page Fence stays sold—its handsome appearance 
and quality construction plus a heavy coat of 
galvanizing to guard against rust, assure long 
wear and satisfaction. Page Fence is made in 
two styles to meet different price requirements. 


Write for complete information and prices and for 
the name of the Page distributor in your vicinity. 


PAGE STEEL & WIRE COMPANY 


An Associate Company of the American Chain Co., Inc. 
BRIDGEPORT, CONNECTICUT 
Fence Department 


, In Canada: Dominion 
(OAS Chain Co., Limited, 
MLK Niagara Falls, Ontario 







District Sales Offices: 


Chicago New York 
Pittsburgh San Francisco 





PAGE , 
Economy Fabric 


Made in heights of 36 

to 84 inches 
Page Economy Fabric, al- 
though moderately priced, 
meets every requirement 
for utility ard durability. 
Unless otherwise specified, 
fabric is furnished in plain 
galvanized finish. When 
desired,the galvanized fab- 
ric can be furnished 
painted green. There is a 
slight extracharge for 
painting. 
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Sales on the Upgrade in Pittsburgh— 


Improving Demand for Spring Lines 


(Pittsburgh office of HARDWARE AGE) ane bolts, eo a. 

: 50 and 10 per cent o ist; all sizes 

ITH hardware jobbers’ salesmen now all back on the road | _ cut threads, 50 per cent off list; car- 
, . : riage bolts, small rolled threads, 50 

after the holiday and inventory suspension of sales effort, | per cent off list; all sizes cut threads, 
| 45 per cent off list; stove bolts, 75 


business again is on the upgrade, and while the market is per cent off list; tire bolts, 40 and 

not really active it is doing quite as well as it usually does at this | jank or tapped, 3.25c. off list: ¢.p.c. 

time of the year. Salesmen’s reports and orders indicate that | Hytcs ‘Small wagon and’ tinners’, 60 

there are a good many holes in retailers’ stocks and not much ten- | BUILDERS’ cameunaia a 
dency on the part of retailers to defer plugging up these holes. As a DE . nage lve end octe 
d fj | is starting off in 1926 just about where 
good many specifications are coming along against orders for spring ‘it ended last year in point of business. 
lines and there are these fill-in demands for seasonal items, the | As a good many hotels, churches, hos- 
business report of the jobbers naturally is one of improvement. | pitals and public buildings are projected 
If anything stands out doing especially well, it is builders’ hardware. a — part of the country on year 
Last year was a very good year and the turn of the vear has brought Sani aa hat ; nets 
no appreciable let-down in the demand and a number of hotels, hos- : a a oe 
: : aint . having a very steady demand in this 
pitals, churches and other public buildings projected for construc- ‘part of the country which has had a 
tion this year, the outlook for 1926, is very promising. No impor- | good deal more snow, ice and cold 

tant price changes are reported and there is a pretty common im- | weather than in most recent years. 





pression that except in a few things competition drove prices too — gnats quag- gn 
low last year, material changes are not likely. This opinion is large- | 2° per cent off list. and screw calks 


ly predicated on the iron and steel situation. That industry is quite | 1ck CREEPERS.—Jobbers find sales 
accurate in a barometric way and the past few weeks have served | of this item holding up with remark- 
to demonstrate that while consumers are prompt enough to pay pres- | @ble steadiness. Weather conditions are 
ent prices they seem to balk at any advances and it is observed that | “*"Y favorable for a good demand. 


Jobbers quote: 


iron and steel manufacturers are taking no action with respect to | Security, $3 per doz.; Instep, $3.25; 
Newark, $3.60; Blue Ribbon, $3. 


prices that is calculated in any way to interfere with a steady flow | Fit au, $4.50. 
of business. Large as were the country’s requirements of steel last | INCUBATORS AND BROODERS.— 


year, they were supplied without any difficulty and in view of the | Seasonably active demand is reported 
: on account of close proximity of the 


continued excellent service of the railroads buyers are impressed habelion tanner. 





with the soundness of a policy which calls for short range buying. Jobbers quote subject to the ree- 

; ; ; it} j : ict. ular t1 unt 3 r cent. 
It is quite obvious that a condition of this sort does not lend assist gp mad ye & 84 Fy, 
$16.50; No. 16E, $27.50; No. 17K 


; : iy 14E, .00; NO. 4 
ance to higher prices. But the prospect of lower iron and steel a turning wane ie ike ner 


. . . ge F ducti uch set; No. 2, $9; No. 3, $12; No. 4, $15: 
prices is slight because manufacturers are gaging production m ets EO Bs oe eee ee oe 


more closely than a year ago and by real orders and specifications $17.50 to $22.50; portable, $11.75. te 
$19; coal burning, $21.50 to $30. 


and so long as such a policy is pursued, overproduction, that pro- PAINTING SUPPLES. — Turpentine 
lific cause of price cutting, is avoided. Collections in the hardware | has had a short advance since a week 











trade still are just fair. ago being quotable at $1.25 per gallon 
: P in barrel luts against $1.12 a week ago. 
AUTOMOBILE ACCESSORIES.— ‘aia etail Linseed oil has eased off slightly. Other 
heme ia bl d de d for Jobbe rs quotations to retailers, . 
ere 1S a seasonably good demand 10 f.o.b. Pittsburgh: cite — items are unchanged. Current demands 
a 5 =- 4 ~° > oKe J ° 
priate la tons and a vanes “4 Packages Packages | are light, but a good many orders for 
general business could be very muc Each Each spring delivery are being received. 
better without displeasing those en- SS) rer $1.05 $0.97 Price is 
Se ED a tebievca cis 22 1.14 rices 60 rotaliers: 
gaged in the trade. No. 768 122 1.29 Ready mixed paints, best grades, 
; : al Team 140 1.30 $3.10 per gal.; lower grades, $2.50; 

Prices from jobbers’ stocks, f.o.b. NO. FOD wn eeeeeccees pe . white lead, 15\c. per lb. in 100-Ib. 
Pittsburgh, follow: sO. Bb ebabeebeancen oo. = <s lots, 10 per cent less in lots of 500 

Spark Plugs.—A. C. plugs, lots of _ + — gh -es Ib. or more and an extra 5 per cent 
less than 10, 65c. each; lots of 10 to =| = NO. 770... see. wee ~~ less in lots of a ton or more; turpen- 
49, 58c.: lots of 50 to 99, 5Hec.: lots of j No. (71 Pee et erer 24 42 .39 tine $1.25 per gal. in barrel lots: 
100 to 200, 57c.; lots of 300 or more, No. 6 dry cells, ignition type, 304c. linseed oil, $13.6c. per Ib. in. barrel 
e.: &. fs plugs. — se for “Tots each. lots ; : 
cars, lots of less than 19, 49c.; lots Flashlight.—-No. 935 9%c. each; ef 
of 10 to 49, 44c.; lots of 50 to 99, 42c. | No. 950, 10%c.; No. 790, 22c.; No. POULTRY NETTING.—Jobbers lately 

y * 9 vat tt an © y vA . . 
oo a to 200, 39c.; lots of 300 or | bp 21%c.; No. 750, 18c.: No. 751, have been getting a good many specifi- 
>. » ° | ~ . . . 

Motor Meters. — Standard makes. Hot Shot.—No. 1461, $1.70; No. cations against orders for spring de- 
lots of less than 10, 25 per cent o 1662, $2.35. livery and it now begins to look like a 
list; lots of 10 to 19, 30 per cent off : y ter : 
iat; lots of 20 or more, 37 per cent ‘BOLTS, Ratan or ag tomy —No pretty good year in that line. 
off list. special change is noted in these items. 

Horns.—Spartons, single lots, 33% ks . “4 tage ple Gndine | SLOEWALK CLEANERS AND SHOV- 
per cent off list: $60 list. and over. ne i - ; ” aes he , has neamns | ELS.—Pretty heavy snow fall has been 
40 per cent off list; $90 list and over, the <« d stea rather than active, rs : : 
10 and 5 off list. 7 with povsintnstnen al Stine sah experienced here lately and with it 
Windshield =Cleaners.—Trico, uni- - has come a good demand for sidewalk 
versal automatic cleaner Ss, $3.25 each. | disposed to buy verv far ahead of real 

Jacks.—Millers Falls, No. 145, $3.75 : ‘ Hig 'cleaners and shovels. 
ay |needs. Jobbers also find that it is not | eens amete: 

Pumps.—Anthony line, $2.20 each. _ | necessary to carry huge stocks to meet Cleaners, No. 5, - 20 wer Gos. : No. 

BATTERIES.—Good demand for radio | the demands upon them. 6, $5: No 18i.20 ae 56 8, $8. 40; 

: e . : snoveis, woo¢ anadaie per doz: 
batteries continues but demandd for \We quote out of jobbers’ stocks as long handle, $5. 50; galvanized steel, 
other types is not especially active. _ follows: $11; black spring steel, $10 
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Get Prices from 
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R&S 
O 


S originators of the Tu- 
bular and Clinch rivets 
and with a record of more 
than fifty years of successful 
accomplishment behind us, 
we know that this product 
cannot be made better or 
priced fairer than we make 
them and price them. 


Coast Representative 


J. T. McDEVITT 


Postal Telegraph Building 
SAN FRANCISCO, CALIFORNIA 


‘The largest 
— ny in ~ 
w devole 
\ f \ | lothe manu-~ 





a 14 Clinch Rivets 


ys " facture o 
{— ) e - ; aaa nd 
oo 


a 


alll 





TUBULAR RIVET & STUD 


COMPANY 


BOSTON 





CURAARAAAA AAA AAAAAGOAUAAAAAAADADAAAAADAADLAAAAAAAADANADAUAADADUAMADAAAAAAAAAUAAAAADAAAAADAAA NAGAI 








Spring 
Goods 


The items shown are just a 
few of a large number of un- 
usually attractive goods, special- 
ly priced. 











Hooded Milk Pail 
as illustrated) 

Sanitary soldered, steel clad pat” 
tern with deep chime. Heavy re- 
tinned wire bail. Four rivet ears, 
reinforced (A number of other 


styles and sizes ) . 


Sprinkling Pot 
(as illustrated) 

Hot galvanized. A year-round 
item as removable zinc rose makes it 
useful for filling auto radiators. One 
piece handle, easier to fill, carry and 


pour. 


Garbage Can 

(as illustrated) 
Red-striped model. Made from 
26 gauge galvanized sheets, ¥%"’ rod 
bail, heavy reinforcing wire and 
malleable ears. Nestable. Deep 
trimmed cover. (A variety of other 


styles and sizes.) 


Water Cooler 
(as illustrated) 





White Japan-enamel finish. Gal- 
vanized reservoir; nickel-plated, self 
closing push-faucet. Also furnishéd 
japanned maroon. Capacities from 





2 to 10 gals. 


Mail Coupon 
for special Spring Goods Folder 
giving complete list of new items 
prices and sizes. 
The REPUBLIC METALWARE Co. 
Dept. BA 
90 Alabama St., BUFFALO, N. Y. 
New York Chicago 
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SKATES.—Weather is favorable for 2110, 82c.; No. 2110 L. S., $1. 15; No. for later delivery are reported to be 
2120, $1.20; No. 2120 L. S., $1.4 : ‘ 
coming in well at the new and lower 


ing ae “bdr daantl’ lor tek SLEDS.—This line is still selling well rices recently ann d 
oe ‘ +a ke ve for much activ- | 2 this part of the country as there has P a 
it wong ller skates as for spring de- been plenty of snow and the weather gg ign e per crate of 25 
tend — pring has been cold enough to keep the hills joints, 3-in., $2. OS. 4 i. $3.10: 4% te 
. . Te : -in., $3.33; o% to 6-in., $3.61; 7-in., 
in good condition for sledding. + oe Vee “ a. wong or 


Jobbers quote: ; ; é ‘ 
—_ ' " List prices subject to customary 4-in., $1.19; 4% to 5-in., $1.36; 5% to 
Roller Skates. — Union Hardware discount of 33% per cent. Flexible 6-in., $1.48: 7-in., $1.96; nickeled pipe 








Co. line, No. 2, 65c. per pair; No. 3, Fly 
co. an .. oN Fa’. Wing yer, steering sleds, 38-in., $3.75 per dozen joints, 3 to 4- in., $8.70; 
ic ty me oo $ et ie each; 42-in., $4.75; 47-in., $6, and 52- 5-in., $12.50; 6-in., $14.60; elbows per 
> ine, No. 3814, 50: No. 38, in., $6.50. dozen, 3 to 4-in., $6; 5-in., $8.25: 
ice Skates. — Winslow line, No. STOVE PIPE AND ELBOWS.—Orders 6-in., $9.25. 
< © 





Retail Store News 


Jamieson & Morton have established a new store, specializing The Lee Hardware Co., Alpena, Mich., has plans underway 
in hardware and housefurnishings at Ripley, Miss. for a complete remodeling of its store and fixtures. A new 
S. B. Dyer. in the hardware business at Tulia. Tex., since store front will be installed. — 
1908. has moved to a recently completed new building and will The Hatfield Stores, W ashington, Ind., has plans under con- 
sideration for remodeling its local store. 


add several new lines. 
The Freisner Smith Hardware Co., Lancaster, Ohio, has been The Harrisburg Mercantile Co., Harrisburg, Ore., has suc- 
reorganized and incorporated and will continue to operate a ceeded George J. Wilhelm in the hardware and housefurnish- 
ings business in that city. 


retail store at 304 North Columbus Street. 
Fire recently destroyed the retail store of E. R. Adams, New B. A. Campbell, Monmouth, Ill., has sold his hardware store 
Rockford, N. D., with a loss reported in excess of $7,000. to D. K. Yowell, who will hereafter conduct the store under 
The Watson Hardware Co., recently organized by Richard F. his own name. 
Derrick and Fred A. Voss. has established a retail store at Williams & Son have established a hardware store at Mul- 
1618 Bridge Street, Grand Rapids, Mich. berry, Ind. 
Randell E. Graves, operating a retail store at Bay City, Mich., Len Thurlow has acquired the hardware stock, fixtures and 
will move his stock and fixtures to a new store building in that store of G. G. Thurlow at Pequot, Minn. 
city about Feb. 15. The Manito Hardware Co., Manito, Ill., has succeeded to the 
B. D. Steuben, Rockford, Iowa, has succeeded to the retail business of Rankin & Graff. Jacob Graff is the proprietor. 
hardware business in that city formerly conducted by Steuben Cc. & E. 1. Lovelock, Peculiar, Mo., have established a hard- 








& Peter. 

Ray F. W. Beazley, Arcola, Ill., has succeeded to the business 
of Daevest & Beazley in that city. 

The Lipman Hardware Co., Bowden, Ga., has brought the 
hardware department of the Farmers’ Supply Co. in that city 
and will. combine it with its own stock. 

The Clinch Co. has established a retail hardware store at 
122 North Main Street, Winchester, Ky. 

Wallace Armer, operating a wholesale and retail hardware 
store at 225 Erie Boulevard, Schenectady, N. Y., will move toa 
new location about March 

C. A. Regenold has bought the stock and fixtures of Van 
Landingham, Oak Harbor, Ohio, and will continue to operate 
the store under the name of the Regenold Hardware Co. 

William F. Phares. Maryville. Mo.. has sold his stock of 
retail hardware and fixtures to the Maryville Lumber Co. 

The Coon Rapids Hardware Co., Coon Rapids, Iowa, has been 
taken over and will hereafter be operated under the name of 
the Cross Christensen Hardware Co. 

Waiter J. Hoffman has suceeded to the business of the Wal- 
nut Hardware Co., Walnut, Iowa. 

The Concord Lumber & Coal Co. has purchased the imple- 
ment and hardware business of Fred G. Lincoln, Concord, Mich 

William Crooks, Green Valley, Ill, has succeeded to the busi- 
ness of Keefer Bros. in that city. 

Frank Whitmore & Co. has succeeded to the hardware busi- 
ness of the D. McKinnon Co., Junius, S. D. 

George H. Goyette has est: ablished a retail hardware store at 
1922 South Grand Boulevard, Glendale, Cal. 

The Pawhuska WHardware Co., Pawhuska, Okla., has been 
succeeded by D. A. Andrews and J. H. Bowring, who will con- 
tinue to operate the store. 

Heacock & Snyder have succeeded to the hardware business 
of L. L. Perry at Pioneer, Ohio. 

Arnsten Bros., Aniwa, Wis., have taken over the store and 
business of Arnsten & Zuehlke in that city. 

V. J. Barker, operating a hardware store at 719 Central Ave- 
nue, Connersville, Ind., is reported as having discontinued 
business. 

Emmett Churchill, Gillespie, Ill., has succeeded to the busi- 
ness of Churchill Brothers in that city. 

Hardy Brothers have sold their store at Edina, Mo., to Ralph 
Miller. 

The William R. Crook Hardware Co., and Fritz Hoffman, two 
hardware stores in Silverton, Colo., have been consolidated. 

Herman Dignan, Owosso, Mich., has succeeded Dignan & 
McIntyre in the hardware business in that city. 

Chris Marchton has acquired the store, stock and fixtures of 
G. C. Coy & Co., Anaconda, Mont., and will continue the opera- 
tion of the store. 

Thrasher Bros., Bloomington, Ind., have succeeded to the 
hardware business in that city of the Van Valzah Store. 

Raiph and Roy Cline, Trenton, Nebr., have established a 
retail hardware store in that city. 

W. C. Berton, Newton, Iowa, has disposed of his retail hard- 
ware business in that city to Edlon Smith. 


ware store in that town. 

Ed. Braun, Eden, Wis., has acquired the retail hardware 
store in that city formerly owned and conducted by Conrad 
Venhaus. 

The Central Hardware Co., Nashville, Tenn., has been re- 
cently organized and incor porate -d with a capital of $25,000 by 
Jno. J. Dannaher and associates. A retail store has been 
established in the heart of Nashville’s business district. 

Fire recently destroyed the building and stock of the 
Schooley-Forbes Hardware Co., Rhinelander, Wis. It is planned 
to rebuild and reopen as soon as possible. 

H. J. Blenker has acquired the store, stock and fixtures of 
Wertin Bros., Albany, Minn., and will continue the business, 
with a line of hardware and furnishings. 

Strowig Bros., Abilene, Kan., have bought the hardware store 
in that city formerly conducted by Minnick & Taylor. 

The stock of hardware and housefurnishings of the A. C. 
Pedrick Co., Douds, lowa, was recently destroyed by fire, with 
a loss of $20,000. 

Schuster Bros., Berhard, Iowa, are now operating the store 
in that city formerly conducted under the name of J. H. 
Schuster. 

P. J. R. Post, Sauk City, Wis., has sold his hardware store 
in that city to the Ott Hardware Co. 

The Odell Hardware Co., Greensboro, N. C. has acquired a 
controlling interest in the Thomas Hardware Co., Statesville, 

. C., and the name has been changed to the Statesville Hard- 
w are Co. 

The Stanback- ad Hardware Co. has established a store at 
Wadesboro, N. C., with a complete line of hardware and 
specialties. 

The Currie Hardware Co., Atlantic City, N. J., has discon- 
tinued business, effective Jan. 8, 1926. 

Racey & Rumsey, Walthill, Nebr., have acquired the retail 
store in that city formerly owned and operated by Frank 
schnase. 

Louis J. Wahl has established a retail hardware store at 1101 
English Avenue, Indianapolis, Ind 

Roland C. Ash has succeeded to the business of J. E. Otto & 
Sons, Preempton, Ill. 

The Colonial Hardware Co. will establish a store in the near 
future at 716 South Broad Street, Trenton, N. J. 

The Holmes Hardware & Supply Co., F. R. Holmes, Mgr., has 
succeeded to the retail business of Holmes & LeNeve, Inc., 
Danville, Ill. 

E. W. Barton has established a retail hardware store at 
Durand, Wis. 

The Verl L. Koon Hardware succeeded to the business of 
H. C. Menke at Albion, Mich., Dec. 

Willlam Hyma has taken over the business of the Lamont 
Hardware Co., Lamont, Mich., and will continue its operation 
under the same name. 

The Prince Hardware Co., Moses Prince, Prop., has estab- 
lished a store at 359 Lyons Avenue, Newark, N, J. 

O. J. and Cliff Wells, under the name of the Wells Hardware 
Co., have succeeded to the retail hardware business formerly 
conducted by McClellan & Suits, Sawtelle, Cal. 


Reading matter continued on page 68 
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The Profitable 


Leaders 


Cyclone “Red Tag” Fence is the world’s 
best known fence. ‘That’s why it’s the best 
selling fence. First choice everywhere. 
For years Cyclone national advertising has 
been building up demand, paving the way 
to profits for vou. Why not make the most 
of this? Sell Cyclone Fence, Gates and 
Products—the leaders that will make the 
most money for you. Write for latest cat- 
alog today. 


CYCLONE FENCE CoO. 


Factories and Offices: 


Waukegan, Ill. Cleveland, Ohio 
Newark, N. J. Fort Worth, Texas 


Pacific Coast Distributors: 
Standard Fence (o., Oakland, Calif. 
Northwest Fence & Wire Works, Portland, Ore. 









Style “‘F’’ Fabric 
The ‘‘Red Tag” for erection 
The Mark of a tien 


Quality 
































WANTED! 


—the moment it is seen 


Your customers will see the advantages of this 
Win-Dor Casement Operator at a glance: 


Works through the screen. 
Locks in any position auto- 
matically. 

Unlocks and moves at a 
touch. 

Fits steel or wood sash. 
Economical. 


Made in flush-with-sill or above-sill types. 
Furnished with lever attached or sepa- 
rate, as desired, in all standard finishes. A 
nationally advertised, quality product. 


Retails for $2 and up, according to finish. A good 
profit at every price. Liberal dealer plan and generous 
discounts. Send the coupon today for full details. 


Now ready—Newly designed, Win-Dor casement stays, bolts and 
screen fasteners. Same quality, equally moderate prices, same saleability 


CASEMENT HARDWARE CO. 
224 East Ohio Street, Chicago 
Casement Hardware Headquarters 


CASEMENT HARDWARE CoO., 
224 East Ohio Street, Chicago. 

Please send me at once, without obligation, all new data and prices on the 
most practical and economical hardware for casement windows, 


Name 


Address 
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Good Demand in Chicago Territory— 
Prices Are Steady—Outlook Favorable 





CHECK-UP of prices made this week on the leading staples sth a a cn a ae in 
of the hardware lines shows that there have been practically pecs. tate, $7.73; No. 18 lamp cords, 
° ° ° . e J °% “IU. ’ 
no changes, and in nearly all instances the market is firm, $1365; %-in., brush brass key sock- 
. . : li ° . ets, 18c. each; two-way plugs, 4oc. 
the only exceptions being a decline of 2c. per gallon in the price of each; in lots of* 10, 40c. ‘each; 
linseed oil and a reduction of 1c. per gallon in the price of turpen- ae tet Ge Eee al a nee. 
} } each: less than’ case lots, 34¢c. each. 
tine. It is true that heavy storms and the severe cold weather, ‘Tate Gentine. tine © attaties 
which prevails here this week, have curtailed somewhat the move- No. 766, $1.40 cach: No. 767, $2.62 
° ° ° mM, sawO. @4640, . eacn; wWNO. , 
ment of seasonal merchandise, but this is only a temporary set- 2.62’ each; No. 486, $3.85 each. 
back. Poon | ety IE “we lots 
of less an ’ : each, net. 
Outside construction work, naturally, under the present climatic | yor "ow $5.56 lst. Discount. 30 per 
conditions, is practically at a standstill, with the result that build- emia . 
ing materials are not moving so rapidly. However, judging from | ¥ mig - ENCE.—A saga _ 
° ° ° . me oO ines n O 
the building permits, the amount of new work under way will equal, “alien aeaee. oe a 2 
if not surpass, the first half of 1925. We quote trem jobbers stocks, 
Sale ’ , f.o.b. Chicago: 726-612%, $29.02 ' 
Sales on lawn mowers, garden hose, roller skates and other spring ie rele Ikea Gk oe Ue 
merchandise have picked up very materially during the past week. | rods. 


_FILES.—The demand is normal; prices 
| are firm. 
We quote from jobbers’ stocks. 


It seems that a large number of dealers put off ordering this class 
of merchandise until after taking their inventories. Stocks 


throughout the central States are general low, and a good, substan- |) ¢6%. Chicago: American files, 60-10 
;: ~ . , = » . : : per cent off list: Nicholson files, 50 
tial buying movement is expected to continue throughout the spring. | per cent off list: Black Diamond files, 


Country dealers are complaining somewhat about business, but 40-10-5 per cent off list. 
GALVANIZED WARE.—Sales show 


owing to the bad condition of the roads, which makes it almost im- j 
possible for the farmers to get into the towns, naturally sales are | 22 improvement, especially pails for 
running at a low ebb maple sap. Retailers regard present 


prices as firm. 








f.o.b. Chicago: . 
50-10-5 Ww cent discount; all stove quality, molded hose, %-in., 11%c. 


In the steel industry mills report that specifications against con- | We quote them pibhers stocks, 
tracts are increasing, and with the amount of orders on hand they | £0-b. Chicago: SNe. 1 $ galvanized 
; ° . ° ———. Soe ; , O05 “; 
are certain of a high operating rate, at least during the first quar- | $7.20: No. 3, $6.35; 10-qt. galvanised 
° ‘ e ae pals, 6.40 e-Ql., 6.40; 
ter. There has also been a great movement in the bar, shape and | 14-qt., $2.75; 5-gal. galvanized oil 

| cans, galvanized breast, $7.50 doz. 

plate market. | ; ‘ : 

ee ™ GARDEN HOSE AND LAWN SPRIN- 

AUTOMOBILE ACCESSORIES. — An 20.b. Chicago: Carriage bolts, cut KLERS.—The demand is good, and or- 

improvement is noted in the demand thread, 45-5 per cent discount; small ders for spring delivery compare fav- 

for automobile accessories. | ar ant oe gg By ay orably with those of a year ago. 

We quote from jobbers’ stocks, cut thread, 50-5 per cent discount: We quote from jobbers’ stocks, 
small machine bolts, rolled thread, | f.o.b. Chicago: Garden hose, good 








Spark Plugs.—Splitdorf, 50c. each; | | 
regular, oSc. each; Champion X, 45c. bolts, 75- per cent discount; lag per ft.; %-in., l4c. per ft.; 5-ply, 
each; ¢ ‘hampion Blue Box line, 53c. screws, 60 per cent discount. , good quality, wrapped, %-in., 9c. per 
each; A. C. Titan, 58c. each; lots of Y ’ J ft.; %-in., lle. per ft. Lawn sprin- 
100, S6e. A. C. Special Ford, 44e. BUILDERS HARDWARE.—Butts and klers, Rain King, $28 doz.; original 
each. | hinges are firm on a new price basis. fountain sp-_inklers, $8 doz.; Rainbow, 

, Spot Light.—Anderson, No. 2280, We quote from jobbers’ stocks, 38-in. high, $24 doz. 

6.50. ~ 

Horn.—A. A. Electric (Ford), $4 | Sia. mueaso, oa brace finish butts, GLASS AND PUTTY.—There is a lull 
are | per doz. pair; 4 x 4 steel butts, old in the demand for glass. Local stocks, 
$1.20 each. | copper and dull brass finish, $3.66 however, are in good shape, and all or- 

Pum s.—Rose, 1%-in evlirder per doz. pair; heavy steel bevel in- 

P , —" side sets $6.25 per doz.; steel bit- ders can be filled promptly. 
: _ a= ; keved front door sets, $1.65 per set; , , 

Chains.- —Non-skid, dozen pair lots, . gy “ew J We quote from jobbers’ stocks, 
3314 per cent discount. | as. os brass aaa a one f.o.b. Chicago: Single strength A, 

Tires and Tubes.—30 x 3% oversize | ac 8 a 25 350 se oa inder fron 25-in. bracket, 85 per cent discount; 
cord tires, $12.55 each: regular cord, oor sets, 9% per se single strength A, 34 to 40-in. bracket, 
ty oe gray inner tubes, 30 x CHAIN .—Orders are in good volume. | n = a Seen: aiiape strength 
31. 8 each: red inner tubes, 30 x . , all other brackets, per cent dis- 
31., $2.25 each. hoe are still unchanged. count; double strength A, all sizes, 

aWRe Mebace ; ” . We quote from jobbers’ stocks, 82 per cent discount: double strength 
AXES.—Prices are the same as those | 03° Chicago: %-in. proof coil B, up to 4 in., 87 per cent discount: 
ruling last fall. Sales are normally | chains, $8.50 per 100 Ib.; Tenso, Bull balance, 85 per cent. Putty, pur: 
good | Dog and Brown coil chains, 50-10 per | grades, $3.75 per 100 lb.; commercial, 

: | cent discount. No. 00-41% electric | $3.40 per 100 Ib. 

We quote from jobbers’ stocks, welded cow ties, $2.75 per doz. : . 
fob. (Chicago: First quality single COPPER RIVETS AND BURRS mad HATCHETS.—tThe demand 1S active. A 
bitted unhandled axes, 3 to 4 Ib., $14 | “ s ' ' - ° recent 11 per cent advance has not as 
doz. base; double bitted, $19 doz. Sales are in good volume. Prices are | 
base; 00d quality blac handlec yet been made general, 

; & jyualit: ack unhandled unchanged 
axes, same weight, single bitted, $13 : ‘ ; | We quote from jobbers’ stocks 
Gos. Sase; single bitted handled axes, PY in — Rae 5 get SEP ggg f.o.b. Chicago: First quality hatch- 
e15.o) te $°4 per! doz.. according to b wD, 45 ago: ' vie ; . < ets, No. 9 shingling, $11.20 doz. : first 
quality and grade of hand'e: special urrs, 40 per cen iscount. quality hatchets, No. 2 broad, $14.45 
+ neg co gpmtaae handled axes, $12 per ELECTRICAL AND RADIO MER-. doz.: medium quality hatchets, No. 
OZ, Nase. . i 2 shingling, $7.25 doz.; medium qual- 
BOLTS AND NUTS.—Prices are un- saga rte there _ pin a | ity hatchets, No. 2 broad, $10.50 doz. 
. . é Be S continue | 
changed. Business continues on a sat- : psy sod eh canis — © HANDLED HAMMERS. — Although 
isfactory basis. 0 a ane a some leading manufacturers have ad- 
; ~ "| vaneed from 12% to 15 per cent, job- 


We quote from jobbers’ stocks, f.o.b. Chicago: 
Reading matter continued on page 70 














January 21, 1926 


HARDWARE AGE 


69 











No. 1046 


The Original Dollar Adjustable 
Pistol Grip Frame 


Steady turnover with no competition is 
assured the dealer who stocks Cook’s 
No. 1046 “Burro” Hack Saw Frames. 

Frame is full depth 3% ins. under back, with 
single adjustment for 8 in. to 12 in. blades. 

A big seller to electricians, plumbers and 
garage men is Cook’s “Burro” No. 20 shown 
below. 

Cook’s “Burro” No. 20 is slightly shallower 
than No. 1046 frame illustrated above. Double 
back is adjustable in half inches for 8 to 12 inch 
blades. Frame is over 2% inches under back. 
Good margin for dealers. 

Write for Samples and Prices. 

Order through your jobber. 


The H. C. Cook Co., Ansonia, Conn. 
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Rubber Chair Tips 


of six different styles and sixteen different sizes 
in a neat showcase display box. They prevent 
injury to the floors and muffle noise without leav- 
ing a mark. 


Our Catalogue shows our complete line of 


2; aS ob RS) 
our Jy aware 


rubber specialties with 
prices. Send for it. 


Elastic Tip Co. Gtalog 
370 Atlantie Ave. ue 
Boston 


Buyers 
in |. Gtalog 


on Page 763 


























The Improved air duct increases the heating 
capacity about 30 per cent m our 


WASHINGTON 
HOME FURNACE 


Placed above the floor, hence saves 
the cost of digging cellar. 


Produces circulating, moist heat for 
five to seven rooms. Only stove or 
furnace ever built without name plate 
or advertisement on the outside. 


(Name is molded on the inside of 
front door.) 


Beautiful grained mahogany finish 
harmonizes with finest mahogany fur- 
niture. (Also in plain finish for one- 
third less.) Made in the same plant 
in which we manufacture 100,000 
Washington Stoves and Ranges an- 
nually. Can ship promptly, as we 
now manufacture fifty furnaces per 
day. 


Hot Blast Fire Box 


Correct location of water pan. Most 
beautiful and most expensively con- 
structed furnace now on the market. 





Gives the consumer an excellent value 
and the retailer a handsome profit. 


Write today for exclusive agency 
plan; your district may be open. 


Gray & Dudley Company 
NASHVILLE, TENN. 


‘*We melt more than 100,000 pounds of 
Southern pig iron per day.’’ 


“No—This is not 
a Victrola” 


Patent No. 67583 





This Counter Display Card 
Holds a Gross—But Not for Long 








‘The Stopwells Sell 
SOP WIELL ; 
<r ewehi sie RATTLE —That’s Why 





ls Not Removed when fais 
or lowenng sash 





This practical device 
| is attached to the 
| window sash without 
‘|| tools, is always out 
| of sight, never has 
to be —_—s when 
‘sash is raised or 
lowered, stops win- 
dow rattle and keeps 
out cold air. So sim- 
ple—so novel —so 
\| necessary that prac- 
| tically every woman 
buys on sight. 


SIMPLE TO INSTALL 
Preee tort nto bash 
Boer oma Frome 

Pisces the Wut 

















Only Anti-Window Sash Rattle That Does 


Not Have to Be Removed When Raising or 
Lowering the Window 

Right now is the time to stock this popular, quick selling 

item. The low price of 10 cents each or 6 for 50 cents is 


an inducement for customers to buy six or more at each 
purchase. 


Write for counter display card and trade prices. 


THE SENIA HOLDING CORPORATION 


Sole Manufacturers 


200 West 72nd Street New York City 
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bers are maintaining the old prices and 
report a heavy demand. 


We 
f.o.b. 
OZ. 
dole, 
machinist 
petitive grade, 
$4.50 to $6 doz. 

HANDLES, AGRICULTURAL. 
demand is active, with prices firm. 

We 
f.o.b. 

Hay 
chucked 
ft., $4.50 doz.; 


from jobbers’ stocks, 
Chicago: Vaughan-Bushnell, 16- 
nail hammers, $10.50 doz.; May- 
$12.60 doz.; other seamen, 16-02. 
hammers, $7.85 doz.; Com- 
16-o0z. nail hammers, 


quote 


The 





quote from jobbers’ stocks, 
Chicago: 
Fork 


and 


Straight, 
grade, 


Handles. 
bored, best 

5-ft., $5.50 doz.; 
4\%-ft., $4 doz.: 5-ft.. $4.80 doz.: 
4\%-ft., $2.40 doz. : 5 -ft. , $2.80 doz. 

Hay Fork Handies.—Bent, chucked 
and bored, best grade, with strap, 
ferrule and cap, 414 -ft., $7.50 doz.; 
5-ft., $8.50 doz.; XX bent, with strap, 
ferrule and cap, 4-ft., $5.50 doz.; 
4\,-ft., $5.75 doz. ; bent, 4%-ft., 
$4.50 doz.; 5-ft., .; X, bent, 
4%-ft., $3 doz.: 5-ft., 

Manure Fork Handles. ~Be nt, 
grade, 4-ft., $4.75 doz.; o-ft., 
doz. ; XX, bent, 4-ft., ET doz.: 
ft., $4.40 doz.; X, bent, 4-ft., 
doz.; 4%-ft., $2.95 doz. 

Garden Hoe Handiles.—XX, 4'% 
$3.45 doz.; X, 4%-ft., $2.40 -~? 

Garden Rake Handies. a. 
$5.25 doz.; X, >-ft., $3.25 don. 
Rh Regular pattern, 
>-ft., $5.90 doz.; X, 414-ft., $3.90 
D handle, best grade, $7.95 doz.; 
xX a8, 4, $6 doz. 


best 
$5.10 
4\, 

z 60 


-ft., 
ft., 


ly - 





Spade WHandiles.—I)> handles, best 
grade, $7.75 doz.; X grade, $6 doz. 
HANDLES, TOOL.— Prices are un- 
changed. A _ satisfactory volume of 
business is reported. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: 

1 Hickory, $4 
doz.; No. °2, $3 doz.; second growth 
hickory, $5 doz.; finest selected sec- 
ond growth hickory, $6 doz. 

Hatchet and Hammer Handies.— 


S0c. doz.: finest second growth 
hickory, $1.50 doz. 
HINGES.—No change in price has been 
made. Orders are in fair volume. 
We stocks, 
f.o.b. hinges, 
in bundles, 4-in., $1.03; 5-in., $1.42; 
6-in., $1.60; S-in., $2.70; 10-in., $4.30 
per doz.: pair; extra heavy T hinges, 
in bundles, 4-in., $1. 56: 5-in., $1.66; 
f-in., $2.08: S8-in., $3.56; 10-in., $5.10 
per doz. pairs. 
ICE CREAM FREEZERS.—Orders for 
spring delivery are being booked, as a 
great many dealers neglected to order 


earlier in the season. 


No. 1, 





from jobbers’ 
Heavy strap 


quote 
Chicago: 


We se from jobbers’ stocks, 
f.o.b Chicago: White Mountain, 
1-qt., $4.85 list; 2-qt., oo list; 3-qt., 
$6.75 wet 4-qt., $x.2 list; 6-qt., 
$10.45 ~~ eo 8-qt., $13.50 list; 10-qt., 
$18 list 2-qt., $21.55 list; 15-qt., 
$25.60 list: 20-qt., $33.20 list; 25-qt., 
$42.60 list; Arctic, 1-qt., $4 list; 2-qt., 
$4.60 list; 3-qt., $5.55 list; 4-qt., $6.80 
list; 6-qt., $8.60 list; 8-qt., $11.10 list. 
All the above less 50 per cent dis- 
count Alaska, 1-qt., $2.95 list; 2-qt., 
$3.45 list: 3-qt., $4.10 list; 4-qt., $3 
list; 6-qt., $6.30 list; 8-qt., $8.20 list; 
10 qt., $10.75 list; 12-qt., $14 list; 
15-qt., $17 list; 2(- qt., $21.50 list. A 
discount of 20 and 10 per cent on all 


above prices. 
ICE SKATES.—tThe cold weather has 
stimulated an exceptionally heavy de- 


mand for ice skates. 


We quote from jobbers’ stocks, 
fob. Chicago: Kev Clamp, Rocker, 
Men's and Bovs’, bright finish, 75c. 
pair. Half Key Clamps, Rocker, 
Women’s and Girls’, $1 pair; Kev 
(lamp, Hockev, Men's and 30VSs,’ 
$1.20 pair; Half Key Clamp, Hockey, 
Women's and Girls’, $1.40 pair; 
Tubular Skates, Men's or Women’s, 


Racer or Hockey, $5.50 pair. 
LANTERNS.—Prices are firm. 
are fair. 


We 
f.o.b. 


Sales 


stocks, 


$13 doz.: 


from jobbers’ 
Dietz D-Lite, 


quote 
Chicago: 


HARDWARE AGE 


| with large fount, $14.25 doz.: Little 
Wizard, $8.50 doz.; Blizzard, $13 doz. 
LARD PRESSES AND SAUSAGE 


STUFFERS. — There has been no 
change in price. The demand is nor- 
mail. 


stocks, 
No. 95, 
$7.89 


We 
f.o.b. 


quote from jobbers’ 
Chicago: Enterprise 
4-qt., $7.28 each; No. 31, 6-at., 
each; No. 35, 8-qt., $8.67 each 


LAWN MOWERS.—Sales since Jan. 1 
have shown some improvement. 


We quote 
f.o.b. Chicago: 
Lawn Mowers.—1l16-in. 


from jobbers’ stocks, 


ball bearing, 











‘OIL STOVES.—Orders are being placed 
in good volume. 


5-knife, ll-in. wheels, $12.35 each; 
l6-in. ball bearing, 4-knife, 10%-in. 
wheels, $10 each; 16-in., plain bear- 
ing, 4-knife, 10%-in. wheels, $8.65 
each; 16-in. ball bearing, 4-knife, 
%-in. wheels, $7.85 each; 16-in., plain 
bearing, 4-knife, 9-in. Wheels, $7.35 
each; 16-in. ball bearing, 4-knife, 
S-in. Wheels, $8 each; 16-in. plain 
bearing, 3-knife, 8-in. wheels, $5.85 
| each. 
_NAILS.—The demand is steady. Prices 
/are unchanged. 
| We quote from jobbers’ stocks, 
f.o.b. Chicago: Common wire nails, 
$3.15 per keg base: cement coated, 
| $2.20 per keg base. The extra for 
galvanized nails is now $2 for 1l-in. 
and longer, $2.25 for shorter than 
| 1-in. 





Dealers’ dis- 











These are list prices. 
counts are noted after cach group. 
PERFECTION | 
Sar Be SIU. 5 6s os ce eceacse $17.50 
No. 73 fo eS 22.50 
 -— Fe lll ee 28.50 
SS 2 KR 39.50 
Perfection dealers’ discount, 30 and 
5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 
PURITAN (Improved Model)— 

| on, Ge me Me. ccc cucsuweeoeds $17.50 

me, Ge Bs oc ccccccceecess 22.50 
TS FOO ere ee ee 28.50 

Puritan discounts same as Per- 
fection 
NESCO— 
ll lO ee Sore $9.50 
et ££ ee 17.35 
rs ee, ot iT ee eke ome we 22.00 
me, Bee GS BPUIIRMs coc ccvcvveves 28.00 
= 2 |, errr 39.50 
No. 1102 high shelf onlyv......... ! 5.25 
No. 1103 high shelf only........ 6.50 

No. 1104 high shelf onlyv........ 8.00 

| No. 1105 high shelf onlv........ 9.75 

Nesco dealers’ discount, 30 and 5 

per cent. 

| Ovens 

hes ey te 

11° 1 burner plain door. " $2.50 
vo 211G 1 burner glass door.... 2.70 
No. 121G 1 burner glass door.... 4.90 
No. 122G 2 burners glass door... 6.00 
ks a i a a ee ea 6.15 

Dealers’ discount, on 10 or more, 
30 and 5 per cent; less than 106, 30 
per cent. 
PURITAN— 
No. 42G 2 burners glass door... .$5.50 
Dealers’ discount, 19 or more, 30 
and 5 per cent; less than 10, 30 per 
cent 

 NESCO— 

No 05 1 burner solid door...... $2.10 
No 5 1 burner glass door..... 2.25 
No. 010 1 burner solid door...... $1.15 
No. 101 burner glass door...... 4.40 
No. 020 2 burners solid door..... 5.15 
No. 20 2 burners glass door..... 5.40 
No. 030 2 burners solid door. 5.40 
No. 30 2 burners glass door..... 5.70 

Dealers’ discount, °0 and 5 per 
cent. 

Water Heaters 

ON i nent Meeligigt oe ee wadaee $45.00 
Perfection No. 412......ccccceoes 40.00 
Pes OO, «Ges wc ceeseseess 80.00 

Nesco discount, 30 and 5 per cent: 
Perfection discount, 30 and 5 per 
cent in lots of 10 or more; less than 
10, 30 per cent. 

Wicks, Etc. 
Rockweave wicks, 25c. each 





Perfection and Puritan, $4 per doz. 


| and $48 per gross. 
| Discounts same as on 


oil cook 





stoves, ovens and heaters. 
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PAINTS AND OILS.—There has been 
a decline of 2c. per gallon in the price 
of linseed oil, and Ic. per gallon on tur- 


pentine. Denatured alcohol advanced 
le. per gallon. Sales are improving. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: 


barrel lots, $1.06 
$1.03 per gal. 


Linseed Oil.—Raw, 
per gal.; 5-barrel lots, 


Linseed Oil.—Boiled, barrel lots, 
$1.09 per gal.; 5-barrel lots, $1.06 per 
gal. 

Turpentine.—Barrel lots, $1.15 per 
gal. 

Denatured Alcohol. — Barrel lots, 


extra, $6 
$15.25; 


65c. per gal.; Steel drums, 
returnable. 


White Lead.—100-lb. kegs, 


50-lb. kegs, $7.75; 25-lb. kegs, $3.90; 
121%4-lb. kegs, $2. 
Shellac. —(4%-lb. goods), white, 
$4.25 per gal.; orange, $4.05 per gal. 
English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100 Ib. 
. Dry Paste.—Barrel lots, Tec. per 
. 
PYREX WARE.—Sales continue on a 
satisfactory basis. Prices are un- 
changed. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Bread Pans.—No. 212, $7.20 doz.; 
No. 214, $12 doz. 
Casseroles. — Round, No. 167, $12 
doz.; No. 168, $14 doz.; No. 182, $12 
doz.; No. 184, $14 doz. 
Casseroles.—Oval No. 193, $12 doz.; 
No. 197, $14 doz. 
Pie Plates.—No. 202, $6 doz.: No. 
203, $7.20 doz.; No. 209, $7.20 doz. 
Tea Pots.—2-cup, $20 doz.; 4-cup, 
$24 doz.; 6-cup, $28 doz. 
Utility Pans.—No. 231, $8 doz.; No. 


232, $14 doz. 
ROLLER SKATES.—Orders for spring 
delivery are being placed very freely. 
No change in price has been made. 
eck 
for 


jobbers’ stocks, 
Union roller skates 
per pair; for girls, 
Chicago roller skates 
per pair; for girls, 


quote from 
Chicago: 
boys, $1.40 
per pair. 
boys, $1.30 
$1.40 per pair. 


ROOFING AND PAPER.—A firmer 
market is looked for, as present prices 
are considered low. One of the large 
makers of smooth roofing is advancing 
prices. 


We quote 
f.o.b. Chicago: 
faced prepared roofing, 
square; best grade tale _ surfaced, 
$2.65 per square; medium tale sur- 
faced, $2 per square; light tale sur- 
faced, $1.20 per square; red rosin 
sheating, $57 per ton. 


ROPE.—Ther* is a steady demand at 
the recent advanced prices. 
We 


jobbers’ stocks, 
slate sur- 
$2.30 per 


from 
Best erade 


jobbers’ stocks, 

1 Manila Standard 

(, per Ib.: No. 2 Manila 
244%c. per Ib.; No. 1 Sisal, 174%ec. per 
lb.; No. 2 Sisal, 16%c. per Ib. 

SASH CORD.—Prices are not quite so 

firm. No improvement has been noted 


in the demand. 


from 
No. 


quote 
f.o.b. Chicago: 
brands 25'4c. 


We quote from jobbers’ stocks, 
f.o.b. Chic AKO: No. 7 standard 
brands, $8.55 per doz. hanks; No. §8, 


$10 per doz. hanks. 


SASH PULLEYS.—The demand is fair, 
with prices firm. 


We quote from jobbers’ _ stocks, 
f.o.b. Chicago: Common sash _ pul- 
leys, 50c. doz.; barrels, 54c. doz.; 
Common Sense, 2-in., 60c. doz.; bar- 
rels, 54c. doz.; No. 105, 52c. doz.; 
barrels, 48c. doz. 


SCREWS.—Prices are unchanged. Sales 
are satisfactory. 


We quote from jobbers’ 
f.o.b. Chicago: Flat head 
screws, 82-10 per cent new iist;: 
round head blued, 80-10 per cent 
new list; flat head brass, 76-20 per 
cent new list; round head brass, 74- 
10-10 per cent new list: japanned, 
74-10-10 per cent new list. 


stocks, 
bright 
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SWEDISH TOOLS 


Are Noted for Their Durability 


Made from Swedish tool steel—the very best 


The particular craftsman wants 
quality tools. 


Service and satisfaction to the user 
govern the manufacturer of Swed- 
ish Tools. 


SHARK BRAND CHISELS 


Mark 





Butt Beveled Edge. 
Regular Beveled Edge. 
Socket Chisels. 

Give Complete Satisfaction. 


Manufactured by 
E. A. Berg Manufacturing Co., Ltd. 
ESKILSTUNA, SWEDEN 





We carry a full line of Swedish Made Tools 
and Hardware. 


Order from your jobber to-day, or write. 


SCANDINAVIAN 
WESTERN IMPORTING COMPANY 


116 Broad St., N. Y. 


509 E. Hennepin Ave. 
Minneapolis, Minn. 


Coristine Bldg. 
Montreal, Can. 














A New Display Board 


Carrying General Service 
Socket Wrenches for 
Twenty Popular Cars 





The wrenches in this selection are 
adapted: particularly to service and 
repair operations on the following 
cars: 


Chevrolet Nash 

Buick Star 
Chrysler Peerless 
Durant Lincoln 
Hupmobile Studebaker 
Willys-Knight Oldsmobile 
Packard Oakland 
Dodge Overland 
Essex Reo 
Hudson Jordan 


See how easy we have made it for 
dealers to secure this business. 


From the time you start showing 
these wrenches—sales start and 
continue as long as you keep them 
displayed. 

Ask your Jobber or write for 
catalog No. 500 





Wacpen- WORCESTER 


incorporated 


475 Shrewsbury Street 
Worcester, Mass., U.S.A. 

















Combination Service 


Be Wrench 


A practical and convenient tool 
that increases the usefulness of a 
wrench. 


Strongly constructed for gripping 
and holding both round and square 
parts. 


Eliminates lost time and_ the 
bother of carrying two wrenches 
on one job. 


Its double purpose feature appeals 
to the home owner for general 
work as well as the expert me- 
chanic. 


Made of a forged steel bar, case- 
hardened throughout. 
Featuring ‘Bemis and Call 
Wrenches will mean more sales 
with less sales effort. 


Let us send you details and 


prices. 


BEMIS & CALL CO. 


Springfield Mass., U.S.A. 














The Schumacher Line 


Window Screens and Screen Doors 





Carton 
and 


Proof 
damaged 
Convenient 

warehouse 
and for re-shipments. 


The Dust 
eliminates 
soiled screens. 
for handling in 


Window screens made with 
either black or galvanized 
wire cloth packed one dozen 
to the dust proof carton. 


The Schumacher line of 
window screens and screen 
doors are made by skilled 
mechanics. High grade ma- 
terials being used through- 
out. Jobbers throughout the 
country recognize these 
facts and are increasing i\ 
their screen volume with We e|| | 
the Schumacher line. —<— << 
Write today for prices and catalogue. 


The F. E. Schumacher Company 


Factory and Main Office: Hartville, Ohio 
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DRILL CHUCKS 


The accuracy of G-P and Greenfield Drill Chucks is 
safeguarded by searching inspections at every step in 
their manufacture and a very thorough test on their indi- 
vidual shanks before being packed. 


The design and construction, from carefully ground 
and hardened jaws to nicely knurled and polished shells, 
has proven itself through years of unfailing service. 


Such thoroughly dependable Chucks at very moderate 
prices earn steady year in and year out profits in any tool 
department where quality is appreciated and sold. 


GOODELL-PRATT COMPANY 
Seolsmiths 
GREENFIELD, MASS., U. S. A. 


GO ODELL-PRATT, 


1500 GOOD TOOLS: | 
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Cabinet 


SINGLE CUT 





Second Cut Bastard 


Smooth 
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Horse 


DOUBLE CUT 


- . - 
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5 > 57> Fees 
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Smooth Second Cut Bastard. 


Types of Files 


The ‘ool Department 


Every Day Tools—Files 


By Don Thatcher 


terns of files than there are of any other tool. 
Files are probably used for more purposes and in 
more industries than any other tool. The file as gen- 
erally known is used for finishing, fitting and shaping. 

The average hardware merchant hasn’t much occa- 
sion to know about Neddle, Escapement and numerous 
other file patterns, except where there is local demand 
for the finer and special patterns. 

The hardware store with its assortment of Single, 
Double and Rasp Cut files has quite a sufficient variety 
to handle and know the use of or purpose for which 
they are intended. 

Files or filing instruments have been used by man 
since the stone age. Prior to the general use of ma- 
chine made files which for a long time were not ac- 
cepted as the equal of the hand made, files were prob- 
ably made in every community that possessed a black- 
smith or gun shop. 


Industry Started in 1850 


File making as an American industry really started 
about 1850, but until after the Civil War most of the 
files used here were imported. Since then the growth 
of the American file business has been rapid. Today 
American made files are used throughout the world. 

Single cut files are what may be correctly termed 
chisel cut, single cutting providing a number of blades 
that cut similar to a chisel cut. Double cut, two cuts 
across two cuts at an acute angle, first the over cut 
then the up cut makes the teeth or cutting surface of 
the file a lot of points. Rasp cut files are usually made 
by punching, giving raised teeth that will cut faster 
than other cuts. 

Many newcomers to the hardware business possibly 
wonder at the use of the word bastard to designate a 
type of file. This word is a relic of old times when it 


| BELIEVE there are more types, styles and pat- 


was used to describe a file between rough and smooth 
cut. Being neither the one or the other an accurately 
descriptive name was applied. 


Three Divisions 


As applied to the hardware store there are three 
divisions of files, Machinists, Saw and Wood. Ma- 
chinists files other than Mill patterns are _ usually 
double cut; they don’t cut as smooth as a single or 
chisel cut file but they cut faster. Mill files can be 
included in both Saw and Machinists file groups (there 
are many variations of Mill files). In the saw group 
they are used for filing large saws, the knives of mow- 
ing, reaping and similar machines. In the machinists 
group they are the smooth cutting finishing files. 

Wood cutting files of three patterns are all the aver- 
age hardware store will have calls for, Cabinet, Flat 
and Half Round. 

The foregoing is offered merely as a summary or 
smattering of file information, useful as a starting 
point for talks about files. If you want to know all or 
a lot about files (I doubt if any one will ever know all) 
you can spend months of time reading about various 
types, their uses, etc. Histories have been written 
about files. The file is one of the important basic 
tools. 

More files should be sold for home use. In this day 
of “hobbies,” ranging from motoring to radio sets, 
including gardening and the work or play of the 
amateur mechanic and craftsman, there are many uses 
for files around the home. 

I believe display or the lack of it has an influence 
upon the sale of files to home users. In one of the 
following articles there will be included with other tool 
assortments, two or three suggested file assortments 
reliable as home use tools. 

I am sold on the use of tool assortments for stim- 
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ulating sales, especially to home users, though many 
mechanics will buy assortments if they are not too 
By assortments I don’t mean the wonderful 
sets of tools, put up in handsome cabinets. I refer to a 
selection or grouping of suitable tools for specific pur- 
poses, offering or displaying them together, each tool 
plainly priced—then a lump sum that offers 


large. 


inducement to purchase the lot. 


Tool sets and cabinets attract attention and sell— 
they are especially suitable for gifts. 
sortments won’t interfere with their sale. 
selected assortments of small tools with a plainly 
shown price inducement to buy, without incurring the 
cost of an expensive cabinet which often includes some 
tools one does not want will appeal to many more ‘- 
people than will the set of tools included in case, cab- 
inet or fixture that many people feel adds unduly to 
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Cut: 


D, Half Round Bastard; E, 
Flat Wood Rasp; G, Half Round Wood Rasp; 
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G 
A, Knife Bastard; B, Mill Bastard; C, Slim Taper, Single 


s Pad 
I fk 
4 
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‘Extra Slim Taper; F, 
H, Round; 


, Hand Bastard; J, Plain Horse Rasp 








the cost. 

ARKANSAS RETAIL HARDWARB , Se MENT ASSOCIATION CONVENTION, Biloxi,; &. E. Lucas, secretary, Hutton Building, 
yeas ceereerraee, Little ang May, | Miss., June 21-22-23, 1926; Guy Nason, | Spokane, Wash. 

1926 ; P. Biggs, secretary, 815 po A secretary, Starkville. PAcIFIC NORTHWEST HARDWARE & IMPLE- 
Trust Butlding. ttle Rock. MissourI ReraiL HARDWARE ASSOCIATION | MENT ASSOCIATION CONVENTION, Davenport 

CALIFORNIA ReTaiL HaRDWARB & IMPLE- _ CONVENTION AND EXHIBITION, Hote] Statler, | Hotel, Spokane, Jan. 27, 28, 29, 1926. 
MENT ASSOCIATION CONVENTION, Hotel | St. Louis, Jan. 18-19-20, 1926; F. X.| KE. E. Lueas, secretary, Hutton Building, 
Whitcomb, San Francisco, March 16, 17, | Becherer, secretary, 5106 North Broadway, Spokane, Wash. 
18, 1926. Le Roy Smith, secretary, 12 St. Louis. PENNSYLVANIA AND ATLANTIC 8 _ 


Market St., San Francisco. 

CONNBCTICUT RETAIL HARDWARB ASSOCI4A- 
TION CONVENTION, Hotel Bond, Hartford, 
Conn., Feb. 18, 19, 1926. Henry S. Hitch- 
cock, ‘secretary. Woodbury 

HARDWARE ASSOCIATION or THE CAROLINAS 
CONVENTION AND EXHIBITION, Raleigh, N. C., 
June 8-9-10, 1926. A. R. Craig, secretary, 
a Bank Building, Charlotte, 


IDAHO RETAIL HARDWARE & IMPLEMENT 
DEALERS ASSOCIATION CONVENTION, Owyhee 
Hotel, Boise, Feb. 9, 10, 1926. KE. E. Lucas, 
secretary, Hutton Building, Spokane, Wash. 

ILLINOIS RETAIL HARDWARB 
CONVENTION AND EXHIBITION, 
man, Chicago, Feb. 16-17-18, 
D. Nish, secretary, Elgin. 


ATION 
Sher- 
Leon 


Associ 
Hotel 
1926. 


INDIANA RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Indianapolis, 
Ind., Jan. 25-26-27-28-29, 1926: hotel 
headquarters, Claypool Hotel : exhibition at 
Cadle Tabernacle. G. F. Sheely, secretary, 
911 Meyer-Kiser Building, Indianapolis. 

Iowa RETAIL HARDWARE ASSOCIATION 
CONVENTION; Des Moines; Feb. 9-10-11- 
12, 1926; A. R. Sale, secretary, Mason City. 

CKY HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION AND EXHIBITION, 
Jefferson County Armory, Louisville, Jan. 
12-13-14-15, 1926; J. M. Stone, secretary, 
200 Republic Building, a 

MICHIGAN i HARDWAR AS8OCLA- 
TION CONVENTION, Grand entee. Mich., 
Feb. 9-10-11-12, 1926: Karl S. Judson, 248 
Morris Avenue, Grand Rapids, Mich., man- 
ager of exhibits; A. J. Scott, secretary, 

arine City. 











MINNESOTA RETAIL HARDWARB ASSOCIA- | 


TION CONVENTION, St. Paul, Feb. 16-17-18- 
19, 1926; C. H. Casey, secretary, Nicollet 
Avenue and Twenty-fourth Street, Minne- 
apolis. 

MISSISSIPPI RETAIL HARDWARE & IMPLE- 


O 
| TION, Cleveland, Feb. 


MONTANA IMPLEMENT & HARDWARE AS- 
SOCIATION CONVENTION, Great Falls, Feb. 
18-19-20, 1926. A. C. Talmage, secretary- 
treasurer, Bozeman. 

MOUNTAIN STATES HARDWARE AND Im- 
PLEMENT ASSOCIATION CONVENTION, Denver, 
Jan. 19-20-21, 1926. W. W. cAllister, 
aw -treasurer, P. O. Box 513, Boulder, 
olo 

NEBRASKA RBTAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Omaha, 
Neb., Feb. 2-3-4-5, 1926; convention head- 
quarters, Rome Hotel; exhibition City 
Auditorium: George H. Dietz, secretary, 
414 Lijittie Building, Lincoln. 

NEW ENGLAND HARDWARE DBALERS’ ASSO- 
CIATION CONVENTION AND EXHIBITION, Me- 
chanics Building, Boston, Mass., Feb. 22- 
23-24, 1926; George A. Fiel, secretary, 10 
High Street, Boston, Mass. 

NEw YORK STATE ep . HARDWARE As8- 
SOCIATION CONVENTIO ITION, 
Rochester, Feb. 9-10- i1- in 1926. Head- 
quarters and session will be held at the 
Hotel Seneca; exposition will be conducted 
at the State Armory on Main Street East. 
John B. Foley, secretary, City Bank Build- 
ing, Syracuse. 

NorTH DAKOTA erga ee Asso- 
CIATION CONVE ay aren, 
Fargo, Feb. 10-11- M12, 1926: Cc. Barnes, 
secretary, Grand gg 


HIO HARDWARE SSOCIATION 


CONVEN- 
16-17-18-19, 1926; 
James B. Carson, secretary, 1001 Schwind 
Building, Dayton. 

OKLAHOMA HARDWARE AND IMPLEMENT 
ASSOCIATION AND EXHIBITION, Masonic 
Temple, Oklahoma City, Jan. 26-27-28, 
1926; Chas. L. Unger, secretary-treasurer, 
Oklahoma City. 

OREGON RETAIL HARDWARE & IMPLEMENT 
DEALERS ASSOCIATION CONVENTION, Multno- 
mah Hotel, Portland, Feb. 2, 3, 4, 1926. 








HARDWARE ASSOCIATION, INC., CONVENTIOP 


AND EXHIBITION, Comm ercial Museum 
Philadelphia, aa. Feb. 15-16-17-18-19. 1926 
haron nes, secretary, 604 Wesley 


Building. Philadelphi a. 


SouTH DakoTa RB®TAIL HARDWARB A880 
CIATION CONVENTION, Sioux Falls, pad 
23-24-25, 1926; Charles H. Casey, 


retary, Nicollet Avenue and irwenty -ourth 

Street, Minneapolis, Minn. 
“SOUTHEASTERN RETAIL HARDWARB AND 

IMPLEMENT ASSOCIATION (com 


sed of Ala- 
bama, Florida, Georgia an Tennessee ) 
CONVENTION AND EXHIBITION, Atlanta, Ga.. 


May 10, 11, 12, 1926. Walter Harlan, seo- 
age A 701 Grand Theater Building, Atlan 
ta, Ga. 

SOUTHERN CALIFORNIA RETAIL HARDWARB 
ASSOCIATION CONVENTION AND EXHIBITION 
March 10-11-12, 1926. Headquarters, Am- 
bassador Hotel, Los Angeles. H. L. Boyd, 
secretary-treasrrer, 618 Hellman Bank 
Building, Los Angeles, Cal. 


TEXAS HARDWARE AND IMPLEMENT As8vu 


CIATION CONVENTION, Dallas, Jan. 19-20 
21, 1926. Dan Scoates, secretary, College 
Station. 

VIRGINIA RBTAIL anew ane Aatememee 
CONVENTION AND EXH N, Jeffersor 
Hotel, Richmond, Feb. 23- 24. "26, oo Thos 
B. Howell, secretary, 301 E. Grace n 


906, Richmond. 

WEST VIRGINIA ere ASSOCIATION 
CONVENTION AND EXHIB Kanawha 
Hotel, Charleston, Jan. 19- 9-20- 21- 22, 1926 
Exhibit at New Armo Buildin James 
B. Carson, secretary, 1001 Schwind Build- 
ing, Dayton, Ohio. 

WISCONSIN RETAIL HARDWARE AssoCla- 
TION CONVENTION AND EXHIBITION, Audi- 
torium, Milwaukee, Wis., Feb. 2-3-4-5, 
1926; G. W. Kornely, 1476 Green Ba Ave- 
nue, Milwaukee, Wis., manager of e bite ; 
P. J. Jacobs, secretary, Stevens Point, Wis 








There was a man in our town 
Who thought him wondrous wise. 
He thought that he could get the trade 


And need not advertise. 


Hardware Mother Goose 


But when he found his trade was gone, 
It gave him quite a pain. 
So he jumped in and advertised 


And brought trade back again. 
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rd THE 
y QUESTION BOX! 
7 | Question—What are straight pipe taps used for? 


L. B., Jr. 


Answer—They are used mostly for electric conduit 
work and the cheaper grades of pipe fittings. The pipe 
% may be threaded with taper dies, but the fittings are tapped 
out with a straight tap. Such fittings are not recommended 

for pipe joints where liquid is to be conveyed under pressure. 


Question—What is the difference between USS, USF and SAE 
threads? T. L. B. 


Answer—None, as regards form of thread. USS (United States Standard) 

means a definite number of threads per inch for a certain diameter, which was 

adopted some time ago and is the recognized standard. SAE also means a definite number 

of threads per inch for a given diameter and is the recognized standard adopted by the 

Society of Automotive Engineers. USF (United States Form) means the form is standard 
but the number of threads per inch for the diameter is not a recognized standard. 


Question—Which is the better a straight or a spiral fluted reamer? K. T. H. 


Answer—A straight fluted reamer is satisfactory for a plain hole, but if the hole to be 
reamed has a keyway or straight oil groove, a spiral fluted reamer will be found better, / 
é 








as the blades straddle the keyway and do not drop into it. / 
’ 
’ 
’ 
/ 
TO OUR FRIENDS ; 
’ 
’ 
. 
, "rR . 
Lack of space prevents us from answering all questions asked, and we have selected those ¢ © g 
of most universal interest. sS 
a a 
f@ 3 
, = 
All questions are answered promptly and fully by mail, as soon as received, and sf fond é 
you are urged to put any question regarding Taps, Dies, Screw Plates, Reamers, 'S Oo 
Drills, Pipe Tools, etc., up to us. Come one, come all, and stick us if you F s 
can! / > s 
A 
aE os: 
a AY Qs 
GE 
Remember:—More knowledge means more sales. / S U 2 
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New Type Weed Puller 
Withdraws Weeds Easily 


C. S. Norcross & Sons, manufacturer 
of lawn and garden tools, Bushnell, JIlL., 
has placed on the market a new type 
of weed puller, known as the “Out-U- 
Kum” Weed Puller. It is designed to 





i tin i he. J ~ 
Waite ("SSS 
' BUA} DiRT 


slip down into the soil alongside the 
weed, then cross under the root, dis- 
engaging it and draw up on the other 
side of the weed, engaging the head of 
the weed above the ground. 

In this manner the_ thoroughly 
loosened weed is easily withdrawn, root 
and all, with little or no clinging soil 
and leaving a very small hole in the 
ground. 





New Fire Stopper Uses Dry 
Powder and Gas 


Designated to the trade as the Rego 
Fire Stopper the Bastian-Blessing Co., 
manufacturer of regulators, torches, 
etc., 240 East Ontario St., Chicago, 
Ill., has placed on the market a fire 
extinguisher, consisting of two main 
units; a cone shaped container full of 
dry powder, and a small tank which 





is filled with CO. gas under high pres- 
sure. A special feature of this product 
is that only as much powder as is ac- 
tually necessary to put out the flame 
is used in contrast to the soda and 
acid type of extinguishers, in both of 
which the entire charge is expended 
each time the machine is used. 

It is designed so as to not damage 
anything but the fire and is guaranteed 
not to injure the most complicated of 
machinery or delicate fabrics. 





Electric Fan Rotates Around 
the Hanger 


A new feature has been introduced 
into the electric fan recently placed on 
the market by the Merchandising De- 
partment of the Westinghouse Electric 
and Manufacturing Co., that gives it 
maximum air delivery and cooling 
power. This new fan, called the 
Rotaire, operates on a very simple and 
unique principle. It is mounted at a 
45° angle on a hanger, and is so geared 
that the fan rotates completely around 
the hanger. In this way it is able 
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to throw the breeze to all parts of the 
room, with equal benefits to all the 
occupants. 

This new 16 in. Rotaire keeps all the 
air fresh and cool, its breeze penetrat- 
ing the air at a distance 16 feet from 
the fan. One of these fans will 
economically and efficiently cool a circle 
20 feet in diameter. This fan is pleas- 





ing in appearance and sturdy in con- 
struction, and is particularly adapted 
to hotels, offices, art shops, barber 
shops and all kinds of stores and store 
rooms. 





Wrench Set for Adjusting 
Auto Valve Tappets 


The Bonney Forge and Tool Works, 
Allentown, Pa., announces a Chrome 
Vanadium Tappet Wrench Set consist- 
ing of eight double end wrenches, de- 
signed especially for adjusting auto 
and truck valve tappets. There are 
two each of four different’ size 
wrenches, as these wrenches are usual- 
ly used in pairs. 

This set will take care of the adjust- 
ment of valve tappets on 70 per cent 
of the passenger cars and trucks on 
the market. 

These wrenches are the result of 
many months’ careful study and ex- 
perimental work of expert mechanics. 
The great strength of chrome vana- 
dium steel makes possible the very thin 
construction of these wrenches. 

As many makes of cars and trucks 
require the use of three wrenches for 
tappet adjustment, the Bonney C-V 
Tappet Wrenches are designed so that 
two can be used like scissors with one 
hand while the third is used in the 
other hand. This is accomplished by 
having two openings of the same size, 
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but at different angles on each wrench. 

The japanned metal container with 
the hinged top, in which _ these 
wrenches are packed, offers certain 
distinct advantages to the mechanic, 




















It is compact, and occupies a minimum 
of space in the mechanic’s kit. The 
wrenches are readily accessible to the 
mechanic, and occupy a minimum of 
space on the work bench. 





“Reminder Clock” Rings 
on the Minute 


Hawkeye Clock Co., Muscatine, Iowa, 
is marketing the “Hawkeye Reminder 
Clock.” It can be set to ring at any 
desired time, the turn of a knob doing 
the trick, and is designed to be of great 
convenience in the kitchen. Milady’s 














pies and potatoes can be timed to the 
minute by using this device and burned 
biscuits or bacon entirely eliminated. 
The “Reminder Clock” is really a re- 
minder and does not fail to act prompt- 
ly on the minute it is set for. It is also 
recommended for use in canning fac- 
tories, laundries, photographic studios, 
and any other place where operations 
are dependent upon accurate timing. 
The clock is attractively finished in 
enamel and can be hung upon a wall, 
or set on a tab’e or shelf. 
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They've Wiped Out 
Sales - Resistance 


Some Hollow Screws can be 
sold on price—but they have 
to be sold on price. 


They only seem to have the 
‘‘call’’ where a Dealer hasn't 
the stock of Quality screws. 


And then you meet the sales- 
resistance which always goes 
with the line you have to ex- 
plain. 


It’s a time- and profit-wasting 
job where one line has the de- 
mand, as in Hollow Screws. 


Take the line of least resis- 
tance by taking on the 30% 
stronger “ALLENS.” It only 
takes a letter to start things! 


The Allen Mfg. Co. 


139 Sheldon St., Hartford, Conn. 


Pacific Coast Distributor: 
320 Market Street, San 


























W. J. McRae, - 
Francisco, Cal. le 
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Marion Hunting Knife 


Just the thing for campers, tourists 
and scouts. Every real man and boy 
wants one. ‘To show it is to sell it. 
Priced right! 


No. 112 


‘ 
Cre-co-ite Camp Axe 

A handy, general utility axe for home 

as well as out of doors. Sells at a price 

everyone can afford. Generous dis- 

counts! Stock it now—and the full 

Cre-co-ite line of boys’ and men’s axes, 
hatchets and hammers. 


Marion 
Warranted 
Pitching Shoes 

Designed for 
experts—priced to 
attract amateurs. 
Marked, colored, 
and attractively 
boxed in pairs 
with official rules. 
Get ready now for 
the big Spring de- 
mand. 





Ask your jobber or write us today for information 
on the full lines of above items—their liberal 
discounts—and on shears for grass, 
hedge, sheep and mules. 


Marion Tool Works, Inc. 


Marion, Indiana 


Manufacturers of Tools, Shears and Hooks, Chan 


Goods, Tongs, Hunting Knives, Malleable D Handles, 


Push Plates. 


17 
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THE PRACTICAL KNIFE FOR THE BUSY HOUSEWIFE 
No. G3529 90” Blades 
DISPLAY of High 
Packed one Re | gee Carbon Cru- 
2ts keto cible Steel. 


each in in- 
dividual 





Sanitary 
Cork - filled 


boxes. Six 

boxes nested Sheet 
in display Aluminum 
container. Handles. 





BREAD AND 


THE ONTARIO KNIFE COMPANY, FRANKLINVILLE, NEW YORK 











Made for the 


HARDWARE MAN American Eagle Razor Blades 


made of 


Finest Imported Swedish Steel 





Made Made 
in U. S. A. in U. S. A. 
For Jobbers who sell under own brand we make blades in three 
grades of Swedish, German and Domestic steels, branded and 
packaged for you at attractive prices. 


For a profitable Blade Business write us. 


New Jersey Razor Blade Mfg. Co., Inc. 
485 South 2lst Street Newark, N. J., U. S. A. 
















PRIEST’S CLIPPERS 


have been the standard 
since 1865. Style shown 
our Shaver No. oo is a big 
seller for home use. 











ASSM’T 4100 American Shearer Mfg .Company 
— ee Nashua, N. H. 
Price $3.95 
Handsome Display Container and one dozen shears, 6 pairs KITCHEN K N | V EK &. OYSTER 
each—7 and 8 inch. Strong, heavy pattern, bright nickel St +2 ae pt SAA 
HANGERS’ Send for Catalogue MAKERS’ 








finish. INTRODUCTORY OFFER: Try One Box. menne Gneaee 





Eversharp Shear Company 


2000 Knowlton Street Bridgeport, Conn. 
Rebert Murphy’s Sons Ce., 


Ayer, Mass. 























Saunders Norvell Says, 


“Know Your Merchandise to Sell It” 


thing better, this sells for $3.50.” If you press him 
for an explanation of the difference, you get a 
meaningless little speech on “better quality.” 


He simply doesn’t know his goods. 

Put yourself in the consumer’s shoes. What But his case is not hopeless. Moreover, he 
would you think of a dealer who, after he has doesn’t need a “Five Foot Shelf of Books” to learn. 
learned your need, starts a sales argument some- The cutlery articles in HARDWARE AGE are an edu- 

cation in the construction and merchandising of 


thing like this, “Well, here’s a nice knife I can let 
you have for $1.25; of course, if you want some- cutlery. Study them carefully. 


The man who can explain the construction, who 
can give an interesting, detailed account of the 
manufacture of a piece of cutlery, is the man who 


is going to sell it. 
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Osewalions of a Cilkey Jiletzmum 


Important Factors in Cutlery Sales: Quality—Service—Price 


By John Cassin 


tell people what makes and brands of cutlery to 

buy. Of course I cannot comply with these requests 
—the best I can do is to give the inquirers a list of the 
names of the manufacturers making the kinds of cut- 
lery they ask about. Yet there is a simple formula that 
any one can adopt—this is—Buy cutlery where you 
obtain 


| HAVE received many inquiries requesting that I 


Quality—Service—Price 

The word quality is often abused. The buyer must 
determine quality by comparisons as well as by the 
character and standing of the manufacturer whose 
name or brand is on the cutlery. I have heard salesmen 
who believed they were telling the truth, claim the 
cutlery they were selling was as good as made, others 
have gone to that extravagant extreme of proclaiming 
theirs the best. Quite often there are many reasons 
why the retail merchant should not without question 
accept these claims at their face value, especially if he 
doesn’t know much about cutlery values. 

Some cutlery items easily lend themselves to com- 
parisons, especially those item of which the major part 
of the cast of manufacture is expended for skilled 
labor, but of these we will treat later. It is difficult by 
sight to determine the cutting and wearing qualities of 
shears, scissors, carvers, blade razors and many other 
items. While part of the quality of these items is in 
the amount of skilled workmanship they carry in the 
way of tempering, grinding, edging, etc., many times 
the high or extra finish that one might naturally con- 
fuse with quality hides all evidence of this skilled 
work. So of this kind of cutlery, when in doubt, the 
best assurance of quality is the brand or name of the 
maker. 


Determining Merit 


Fortunately the cutlery part of the hardware busi- 
ness is one of traditions, while there may be com- 
paratively new manufacturers making excellent goods 
—one has to be in the hardware business but a short 
time to become familiar with the names and brands of 
manufacturers who have through merit of product 
established for themselves reputations as makers of 
quality goods. If there are hardware men who don’t 
know the names of the manufacturers of quality goods 
of each division of cutlery—if they are really inter- 
ested—they can by inquiry and comparisons easily 
ascertain who they are. 

Perhaps the easiest division of the cutlery business 
for the retail hardware merchant to determine the 
quality and merit of, is that one that many believe 


to be the key or influencing line of most general cutlery 
businesses—pocket knives. Aside from pearl, silver, 
gold and other expensive handle coverings, a very large 
part of the cast of making pocket knives is for work- 
manship, the better the knife, the more skilled the 
workmanship. The fine art of the real cutler is 
noticeable to the naked eye— it will also show in the 
ease with which a knife will-firmly open and close. 
Cheaply made pocket knives in addition to having 
open seams along division and side scales, unclean in- 
teriors, poorly finished ‘blade tangs also are generally 
either too hard or too easy to open. I have often 
wondered how a retail merchant could be satisfied to 
KEEP in his stock knives that cannot be easily opened, 
yet appear to be good knives. 


Good vs. Bad Cutlery 


Because of the slight difference in cost of materials, 
well made and well finished pocket knives with cor- 
rectly ground and sharpened blades invariably possess 
blades of the best quality of cutlery steel blades that 
are sharp, that will stay sharp and retake and hold 
a good cutting edge when correctly sharpened. These 
blades and the springs on which they operate are skill- 
fully fitted to the frame, hence like other good tools 
they work easily—doing the maximum amount of 
work with the minimum amount of wear as well as 
ease of operation. 

Awhile back, we used the words “face value”’ which 
I cannot pass by without further comment about. 
“Take me for my face value’ was a phrase used in 
connection with the marketing of a certain safety 
razor—what a wonderful slogan for a razor—and if 
the razor was a good one, gave satisfaction to most 
people, its name and fame because of this slogan and 
its merit would live for ages to come. This remark is 
not reflective about the quality of that particular razor 
as I believe this razor was practically withdrawn from 
the market because of the disinclination of the owners 
who were also owners of a wonderful leather goods 
business and did not want their trade mark name 
identified with any other business. 

I knew the man who was responsible for the ex- 
ploitation of that safety razor. He had vision, possi- 
bly ahead of his time. His plan of selling a safety 
razor with two blades for 25 cents put hundreds of 
thousands of razors on the market. If persisted in 
and followed up with good shaving blades, he might 
have dominated that important part of the cutlery 
business. I have often wondered what the result would 
have been if that business had continued and they had 
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frankly said to the retail merchants: “We want the 
razor blade business. The sales and profits of blades 
will justify your selling razors at a low margin and 
warrant our selling them at cost or even a slight loss.” 

Reference to safety razors reminds us of the seem- 
ingly renewed interest in the sale of the old style blade 
razor. While drug, cigar and other kinds of stores 
may make attractive displays of blade razors it is hard 
for them to compete with that generally accepted opin- 
ion that the place to purchase good shaving razors is 
the hardware store. Somehow or other the purchaser 
of a blade razor expects the man he buys it from to 
know something about razors. He doesn’t expect that 
knowledge of cigar and drug people. He expects 
hardware merchants to guide his purchase so he will 
receive a razor that will shave smoothly and take and 
hold a smooth shaving edge with the minimum amount 
of attention. Very few self shavers know how to 
sharpen a razor, but almost anyone can learn to strop 
a razor, and all a good razor generally. needs is care- 
ful stropping on a good strop. 

There are other reasons for the hardware merchant’s 
interest in the sale of blade razors—the safety razor 
and blade business has got away from him, or at best 
he shares it with others and because of the close 
margin he is not greatly interested, whereas the blade 
razor business really belongs to him. The margin is 
satisfactory and he can supply his customers with good 
shaving razors that will give them many years of 
satisfactory service and at the same time earn a fair 
margin for himself. 

Another good reason for the increased sale and re- 
newed interest in blade razors is found in the excellent 
razors that are being made by A:merican razor manu- 
facturers. It is no longer necessary to seek blade 
razors of foreign manufacture. American manufac- 
turers are producing blade razors as good as can be 
made. For most stores a small, carefully selected, line 
of blade razors with a nice clean assortment of strops 
and brushes will, if properly displayed, pay good 
dividends on the investment. 

A good line would be: 
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Blade Razors 


To retail for $1.50 each—% S.P.—%&% R.P. 

To retail for $2.00 each—% S.P.—% R.P.—% H.P. 

To retail for $2.50 each—', S.P—% S.P.—% R.P.—% 
H.P.—¥%, S.P. 

To retail for $3.00—5% S.P.—% H.P. 

To retail for $3.50—', S.P.—%* S.P.—S H.P.—% S.P. 

To retail for $4.00—% S.P.—%5, H.P. 


You will notice from the above that the strength of 
this assortment is put in the $2.50 and $3.50 razors. 
These are the price razors that many merchants who 
will take the time and trouble to understand and know 
about their goods can sell the most of. Two price 
grades of 44-inch and 34-inch razors are enough. 


Strops 


2 patterns to retail for $1.00 each. 
1 pattern to retail for $1.25 each. 
2 patterns to retail for $1.50 each. 
1 pattern to retail for $2.00 each. 
1 pattern to retail for $2.50 each. 
1 pattern to retail for $3.50 each. 


Brushes 


1 pattern to retail for $0.50 each. 
2 patterns to retail for $1.00 each. 
2 patterns to retail for $1.50 each. 
2 patterns to retail for $2.00 each. 
1 pattern to retail for $2.50 each. 
1 pattern to retail for $3.50 each. 

Have good values in the low-priced goods, but make 
your leaders—the ones you really SELL—$2.50 strops 
and $2.00 brushes. These prices are low enough to 
permit of the majority buying and high enough with- 
out being too high to permit you supplying good strops 
and brushes and earning a fair margin for yourself. 

Of course many of our larger and better stores sell 
razors, strops and brushes at higher prices than are 
included in our suggested assortments. These sug- 
gestions are intended for the majority of stores; 
where there is the opportunity to profitably handle 
higher priced goods, by all means have them. 








Give Them a Smile 


SMILE is noiseless speech. 
silent partner of the individual. 


It’s the sign language of a successful salesman—the 


A cheerful countenance is a good antidote for “Frigidius Facadal,” an ailment 


known in Eskimo Land gs frozen face. 


Keep a stiff upper lip, but keep it where it can’t be seen. Your customer is apt to 


mistake it for box office independence. 


The only clerk who really has a kick coming is the fellow who sells a postage stamp 


and has to complete the transaction by sticking it on the envelope. 
in. But even a stamp can go a long way toward making new friends. 


That’s rubbing it 
It all depends 


upon the attitude of the man behind the counter. 


Say it with a smile! 


It will give your customers something to remember you by. 


Cultivate the habit and make it part of your merchandising service. 
“A soft word turneth away wrath,” but a smile brings in more trade.—W. A. Stone. 
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Sell the Best 
HARDWARE 
For Hard-wear 
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For more than 48 years 

Ke {amu Bommer Spring Hinges have 
maintained their leadership and 

6 proven their superiority over all 
eo) 
~~ & 


|__| others. 
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They have kept pace with the 
times, because they have been 
kept up with the coectble. when ever 
improvement was 


BOMMER 





SPRING HINGES 


ARE THE BEST 


Replenish your stock with Bommer. 

They are in universal demand—are 

quickest to sell—easiest to apply and 

=, most satisfactory spring hinges 
e. 


Your Jobber handles them. 


Send for New Catalog 47. 
big help in ordering. 


lt is a 





Bommer Spring Hinge Company 
Manufacturers BROOKLYN, N. Y. 
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WHEELBARROWS 























No. 6A 
Sterling 


Sterling wheelbarrows are a specialized 
product, built strong for hard continu- 
ous service. 


The line includes a barrow for every 
wheelbarrow purpose. They are carried 
in factory and warehouse stocks for 
prompt delivery. 


Send for catalog. 
‘ 


STERLING WHEELBARROW CO. 


Main office and factory 
Milwaukee, Wis. 


Warehouses Warehouses 
Chicago Detroit 


New York Cleveland 




















Be Ready for the 
COMING BOATING SEASON 


It is predicted that 1926 will be the biggest season 
for boating ever known. 


Every man who owns a 
boat is a prospect for 


JEFFERY’S 


Waterproof Marine Glues 


This famous glue will make any boat leakproof so 
long as the frame is in fair condition. It is easily ap- 
plied—always elastic. 

We advertise it nationally, co-operate with dealers, 
provide booklets with your imprint, circularize in your 
locality and assist you to make sales in every helpful 
way. 
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L. W. Ferdinand & Co. 
150 Kneeland Street Boston, Mass. 














To push __ slow-turning, 
small volume lines, they 
must be displayed. 


Your average customer 
comes to your store for 
certain definite things. To 
supply these asked-for ar- 
ticles is good business, of 
This is the book that course—but to sell other 
will help you increase . 
profits. It’s FREE. things the customer needs 
ee is real merchandising, and 
the customer will thank 
you for it! 








There is a little booklet “The 
Heller System of Larger 
Profits,” which will help you. 
A postal will do—but ask 
today! 


W. C. HELLER & COMPANY 
767 Bryant St., Montpelier, Ohio 
20 Vesey St., New York City 


i eee ee ee ee 


W. C. HELLER & CO., Montpelier, Ohio 29A 
Please send the new book, “The Heller System of Larger 
Profits.” 
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Ring the Cash Register! 
with ‘“‘Economy’’ Sales 


Take advantage of the winter weather to 
increase your sales of Economy, the All 
Metal Weatherstrip. Your customers like 
them because they are so simple to install 
—anybody with a tack hammer, scissors 
and a screw driver can put them on a 
door or window in five minutes. They 
handy cartons 


ee : 
eee I 
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are easy to stock—neat, 
contain complete equipment for one win- 
dow or door, including nails and instruc- 
tion sheet. A complete turnover in sixty 
days and a generous margin of profit for 


. Oe eee cen 


you. 


Weatherstrips are all 
They cost no 


Economy Metal 
bronze and cannot rust. 
than the ordinary felt or wood 
weatherstrip. Will keep out dust, dirt, 
and draft, and save from 25 to 40 per 
cent of the winter's fuel bill. Guaran- 


teed for a lifetime of service. 


9 qeerme ccs come tee 


" tt e.« 


more 





| 





TRADE MARK REG. U. S$. PATENT OFFICE 


The All Metal 
WEATHERSTRIP 


Send for Our Sales Plan 


Selling is easy with the advertising leaf- 
lets and display cards furnished by our 
sales plan. Unusually attractive counter 
and window display material for hardware 


dealers. 


Ask your jobber’s salesmen for further 
information or send the coupon below. 








W 
Oo 
& 
™ 
i) 
un 
: 
Lu 
> 
ol 
x 
ly 
= 
m 
= 
© 
= 
© 
© 
Uy 
had 


Cas Y's REISS SSS SS GRAS SS 


TADROM METAL WEATHER STRIPS 





RRSSRRN WS as RRS wo RRR SLSN 





x 

ECONOMY METAL WEATHERSTRIP CO. H.A. 1-21 ] 
2531 Homer Street, Chicago ] 
Send without obligation, descriptive literature, sales plan, prices | 
and your trade discount. : 
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Menace of the Chain Store 


(Continued from page 25) 
and so interested in their own businesses that they ap- 
parently did not notice the growth of this method of 
merchandising. 

Without, at this time, treating or dealing with the 
question of the quality of hardware items handled by 
chain stores, the fact nevertheless remains that these 
stores are making sales of hardware items amounting 
to hundreds of thousands of dollars, and as they are 
successful with one or more items, ’tis but natural for 
them to seek to extend the variety of this kind of mer- 
chandise. 

Another phase of the chain store that affects indi- 
vidual merchants is competition between these stores. 
As an illustration, we can use an incident that oc- 
curred during the week of Oct. 18. One of a chain of 
drug stores located at Seventieth Street and Amster- 
dam Avenue, New York, offered a well-known make 
of razor blades at 57 cents per package—22 cents per 
package below the price these stores usually asked. for 
these blades. Inquiry brought the reply: 

“There is a store on Seventy-second Street offering 
blades at low prices, so we are selling them low enough 
to discourage him.” In the meantime the price of 
blades in that neighborhood was shattered and indi- 
vidual merchants were unable to obtain even the former 
small margin they were getting. | 

All of the foregoing are but statements about the 
general chain store situation. Each part of the sub- 
ject will be dealt with. While considering the inroads 
chain stores are making upon the hardware business, 
it may be desirable to have in mind the thought that 
some people believe chain stores are faced with the 
problem of making systems and methods overcome the 
power of knowledge and personnel. 





Who Pays? 


6é HEN a merchant, a manufacturer, or a 
\\) banker closes his doors, who pays?” 

This is the question on a card sent out by 
the Hughes Buie Company cf El Paso, Tex., which 
they answer themselves, as follows: 

“Certainly not the bankrupt. He pays only to the 
extent of his assets. The balance of his debts must 
be absorbed by the community. Every business insti- 
tution, every professional man, every wage earner in 
the city must contribute to the deficit. No matter 
what caused the disaster all of us, in some measure, 
must bear part of the burden. 

“Find a community in which no failures occur and 
you will find a highly prosperous community. Pros- 
perity depends not only upon the volume, but equally 
upon the profitableness of the business transacted. 

“The price cutter is, therefore, an enemy to the 
prosperity of the community in which he operates. He 
demoralizes the line in which he is engaged, he curtails 
the earning power of his industry and of his employees, 
he weakens the financial institutions carrying his ac- 
count and when the crash comes the solvent citizens 
of the community—banker and baker, painter and 
printer, merchant and miner, lawyer and _ laborer, 
teacher and tailor, must pay the bill.”—Ezchange. 
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The Most pa. 
Practical (eee 

and 1 | . | 
SalableWrench Made for GeneralPurposes 


In the shop, on the motor boat, on the © The Coes Knife-Handle Wrench has 
farm, about the home, in the garage, for — been on the market for more than eighty 
the car owner, any place whereawrench years. It has the largest following 
is needed the Coes Knife- Handle among wrench users of any screw- 
Wrench will serve unfailingly. wrench, consequently the largest sale. 








mene 





It is every inch a wrench. Sizes 6” to 21.” Keep stocked. 


Your Jobber will supply you — 


COES WRENCH COMPANY Selling Agents 


“ , P ” J.C. McCARTY & CO., 29 Murray St.,-N. Y. 
in Business Since Lol JOHN H. GRAHAM & CO., 113 Chambers St. N Y. 
Worcester Mass. FENWICK FRERES, 8 Rue de Rocroy, Paris, France 
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10,000 Expert Locksmiths 
Prefer 
THE SEGAL KEY-CUTTER 


The Segal No. 800 Rectifying Key-Cutter 
is used by locksmiths everywhere be- 
cause of its speed, accuracy and sim- 
plicity. 


Many hardware dealers use the Segal 
because it is a profit maker that occu- 
pies little space and turns out a perfect 
key of any kind in less than a minute. 
Any boy can run it and produce perfect 
keys. 


Equipped with a Segal you can offer your 
customers a real convenience — perfect 
keys in the shortest possible time. You 
will attract new customers because peo- 
ple who buy keys will buy hardware. 
Operates by Your jobber handles the Segal. 


hand or power 





Booklet on request 


Cuts all makes of flat as well ~ I PHILADELPHIA BOSTON CLEVELAND 


as cylinder or paracentric keys _ DETROIT CHICAGO LOS ANGELES 
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Screen Door Catches Made Right 
THE QUALITY LINE 





























Your Orders Have Your 
Accepted Stock Ready 
Now, for When the 
Shipment 
Later. cane Sen, 
See READING HARDWARE COMPANY _ 

Philadelphia READING, PENNA. a 











‘Perfect 


ARMAMENT TTT MUAHHH AI 





The Customer Who Leaves It 
To Your Judgment 


> 


A 
| a | 


When it is left for you to decide—you become not | LUDEAWSAYIUA | 
the “judge”—but the Defendant! It is your trial, | a, | 


so to speak, and “Perfect” is a Character Witness. 


You will not only make a sale. Your decision will 
bear weight. When a customer says, “I’ll leave it to 
you to send the best,” he is going to tell his neigh- 
bors all about the merits of his selection. Even if 
you did send “Perfect”? Screen Cloth, he will claim 
the credit for his good judgment. Make the sale 
and let the credit go! 


Your Jobber Carries “Perfect.” 
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LUDLOW-SAYLOR WIRE CO. 


St. Louis, Mo. 
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ity of Griffin Hinges 
is in perfect harm- 
ony with “Ae dignity 
and conveniences 


of America’s modem 
homes «-——- 
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GRIFFIN 


MANUFACTURING CO. 


Branch Offices: 
45 WARREN ST. N.Y. 74 W. LAKE ST. CHICAGQ 


28 BINFORD ST. BOSTON 
ERIE -= 
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Are You Planning 
to Stand Still? 


Are you planning to stand still—or to grow, 
to increase sales? 


Then be sure you have Fixtures which also can 
grow, that can be rearranged and others added 
when required—dquickly, easily and economic- 
ally. 


You cannot tell what changes will come in 
your business, what need for expansion or re- 
adjustment of departments, or how soon. 


No hardware dealer ever planned his fixture 
requirements so fully in advance they will never 
need changing. So be sure and purchase Fix- 
tures that can grow with your business—and 
accommodate an increased stock of merchan- 
dise. 


WARREN SECTIONAL 
FIXTURES 


In addition to being standard, interchangeable units, 
Warren Fixtures are furnished 15 in., 20 in., and 24 
in. deep above the ledge and 36 in., 33 in., and 36 
in. deep below the ledge. These different depths 
provide a 15 in., 13 in., and 12 in. wide ledge re- 
spectively. As any combination of these may be 
used, there is a choice of nine depths to choose from. 
Any depth furnished upon request. 


This is Warren Fixtures. Adaptable, interchangeable 
units; attractive, convertible and efficient in sales 
effectiveness. Catalog upon request. 


There is no substitute for Warren Fixtures. 


J. D. WARREN MFG. COMPANY 
159 N. State Street Chicago, Illinois 
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AXES—Chopping, House, Hunter, Boys’ and Fire- 


men’s. 


SC YTHES—One man can mow, it takes two to 
grind. We make the “MOW KIND.” 


GRASS HOOKS AND SICKLES—Originators and 


makers of the most complete line on earth. 
GRASS SHEARS—The NO-HAND-CRAMP kind. 


CORN HOOKS AND CORN KNIVES—A kind for 
each section of the U. S. A. 


HAY KNIVES—Originators and makers of the 


best; best known, and easiest to sell. 


BREAD KNIVES—Originators and makers of the 
knives that are sky-high above any others. 





I would as soon 
run a truck with- 
out a horse or 
a motor, as a 
wholesale hard- 


North Wayne Tool Company 
Oakland, Maine ware business 
Sales Office, 1409-1410 Ford Bldg., Detroit, Mich. Handle Grass 


ooks 
BY GUM! 























Insist on 


“SHELBY” 


The Best in Hardware 


Ask for catalog showing our complete line 





The Shelby Spring Hinge Co. 
SHELBY, OHIO 


Coast Representatives 
Pond Hdwe. Specialty Co., Los Angeles, Calif. 
D. L. Herman, Seattle, Wash. 
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| “PHILADELPHIA” 


* PHILADELPHIA’? Lawn Mowers have since 1869 built up a 
following of dealers and users that covers the country. Why? Be- 
cause *"PHILADELPHIA” Lawn Mowers give full value for every 
dollar. 
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This reputation is your key to greater profits. Take advantage of 
this real opportunity to increase your lawn mower sales and to add 
to vour reputation as a dealer who handles only the best values. 
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TWO NEW STYLES All Steel Golf Mowers, “GRAHAM”-GOLF 
and ‘“‘A’’-GOLF, 8 Blades. Just what Golf Clubs have been wait- 


ing for. 
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Send for Catalog No. 25 and Discounts 


ype, +7 
Type, 4 . ° 
Ee ae The Philadelphia Lawn Mower Co. 
nian 31st and CHESTNUT STS., PHILADELPHIA, PA. 


“The Original People in the Lawn Mower Business Since 1869” 
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ay “SINCE 1855” 
HEREAFT ER HE WILL DEMAND A DE- 


PENDABLE “T. D. & W” HANDLE. 


HANDLES BEARING OuR COPYRIGHTED LABELS or STAMPED IN THE 
Heap “T D & W” Are UNIFORMLY OF THE HIGHEST STANDARD 


OUR BEST GRADES ARE THE CHEAPEST IN THE LONG RUN, ELIMINATING 
EXPENSE AND ANNOYANCE OF FREQUENT BREAKAGE. 


Turner, Day & Woolworth Handle Co. 


Incorporated 





LOUISVILLE, KY., U. S. A. 


HICKORY AND OAK HANDLES FOR AXES, PICKS, ADZES, 
SLEDGES, MAULS, HAMMERS, HATCHETS, CANT- 
HOOKS, PEAVIES AND JACKS 





COPYRIGHTED BRANDS COPYRIGHTED BRANDS 
DANIEL BOONE PERFECTION 
AMERICAN BEAUTY TRIUMPH 
DAISY HERCULES 
: SUNFLOWER SUCCESS 
| TIME LOST PEERLESS EAGLE 





WILL COVER COST BEAUTY ROYAL OAK 
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Socket Sizes: 
yy, * 9/ l v's 3", 
11/16”, %”, A” 





Where Quality 
Meets Competition! 
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A Nifty New Ratchet Set : 
Successfully developedtoenable [9 
you to sell a quality set atacom- |o 
petitive price. Six NONE ~ 
BETTER machined and tem- |¢ 
pered sockets, one long and |o 
short adapter and a simple but [6 
positive ratchet. All are con- |e 
tained in a handy, hinged, black 9 
enameled metal container. O 
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Ten sets packed in the usual 
striking, NONE BETTER dis- 
play carton, labelled in yellow 
and black to help make quick 


sales. 


Write for particulars regarding this and the 
other nine NONE BETTER Sets. 


The New Britain Machine Co. 


148 Chestnut Street 


New Britain Connecticut 
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Vt Marks __ 
on all Polished Date 


as plainly as a Pencil onPaper 


LV atsOM veri 








Marks distinctly on- 
Agateware,Glassware, 
Tinware,Cutlery, Steel, 
and all Metal Surfaces. y/ 









away. 


Jo atsOe/] PENCIL COMPANY 


39th Year 


Dependable Since 1887 























Experience counts! You buy 
rjght ideas, ripe experience and 
good service when you stock 


The Toledc 


Line 





It offers you strong sales advantage 
in its exclusive features. Dependably 
made throughout, its models improve 
each year. The Toledo Blue Streak 
Line is unsurpassed in design, finish 
and equipment. 


The Line Includes 


Juvenile Autos Scooters 
Velocipedes Tot Bikes 
Coaster Wagons Hand Cars 


Toy Barrows 
Cycle Velocipedes 
Knee Scooters 
Doll Carriages 


(steel or wood) 
Express Wagons 
Toy Auto Trucks 

(Indestructible) 


ASK YOUR JOBBER 
—or our salesman to show you the 














Blue Streak Line. Also send for 
latest catalog. 


| 
The Toledo Metal Wheel Co. 
SNE 








Tolede, Ohto, U. S. A. 
Makers of Dependable Wheel Goods Since 1887 
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CORBIN 


SCREW 
PRODUCTS 


ae 


Wood Screws—Machine 
Screws—Cap and Set 
Screws—Saw _ Screws, 
and Special Screws of 
every _ description. 
Stove, Tire, Sink, and 
Agriculture Bolts — 
Nuts—Escutcheon Pins 
—Jack, Safety, Plumb- 
ers, Register, Sash and 


Ladder Chains. 














We shall be pleased to 
furnish quotations im- 
mediately upon receipt 
of samples, blueprints, 
or specifications. 


The CORBIN SCREW 
CORPORATION 


The American Hardware Corporation 
Successor 


229 High Street 
New Britain, Conn. 





Branches: 
New York Chicago Philadelphia 
Western Factory: Dayton, Ohio 

















The Value of 


Friendship 


You know that the greater your 
friendship with the people in your 
community the greater are your 
business opportunities because 
every one prefers to do business 
with those they know best. 





This is why you can always be sure 
of selling your stock of “Cleve- 
land” Grindstones. There’s hard- 
ly a farmer anywhere who is not 
familiar with them. He and 
“Cleveland” Grindstones are old 
friends—a friendship well 
ripened by three-quarters of a cen- 
tury of faithfulness. 


Always stock “Cleveland” Grind- 
stones for they will sell readily. 


The Cleveland Stone Company 


Artificial Abrasive Division 


Cleveland, Ohio 
Grinding Wheel Factory, Tiffin, Ohio 


Branches 


NEBW YORE CHICAGO 
283 Front Street 23 S. Jefferson Street 


Harvest King 


Frame of heavy angle; 
steel 14%” x 1%” x 
strongly braced and is 
equipped with our stand- 
ard high grade selected 
‘Cleveland’ Grindstone. 
Shipped folded complete, 
stone crated separately 
to save freight. 





Sterling 


Substantial light running, 
mounted with a ‘“Cleve- 
land” Grindstone, genu- 
ine Berea or Lake Huron 
grit, which we alone 
manufacture, 19 to 22 
inches in diameter, 1%” 
to 2%” thick. Frame can 
be set up in a /jiffy— 
merely = manipulat ng 
one bolt. Shipped knocke 
down and crated. 
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Sherman Hose Couplings are made of 
heavy wrought brass—accurate ma- 
chine cut threads—deep, clean corru- 
gations. A high quality item. Made 
in hose sizes—3%”, 14”, 5%” and 34”. 
In cartons for stock. 





Quality Fittings Mean Hose Efficiency __ Paestes 
THE SHERMAN WROUGHT BRASS HOSE FITTINGS 


have reached the highest level of quality in garden hose acces- 
sories through years of experience and research in manufac- 
turing. It is to your advantage to carry the best. 


ouemea H.B. SHERMAN MEG. CO., Battle Creek, Mich. 


The New Diamond Nozzle. Surpasses 
any nozzle heretofore offered to the 
Trade. It is larger and will throw a 
stream farther and more even. A per- 
fect spray is always assured. Made in 
34,” size only. 

















READING 
CUT NAILS 


72% Greater Holding Power 
Than Wire Nails 


READING IRON COMPANY 
Reading, Pennsylvania 


Also makers of RICO Hard Cut Floor Nails, made to 
drive into hard wood without bending 

















yy, % 
A Foot Fact 


No other soling material combines 
the good qualities of 





A profitable, easy-selling item! 
Outwears best leather 2 to 1. 
Black or tan—for men, women and 
children. 


(See page advt. next week) 
PANCO CO. Chelsea, Mass. 
V4 














Wood Seem 


Machine Screws 
Cap Screws 
Set Screws 
Stove Bolts 
Sink Bolts 
Hanger Bolts 
Nuts 
Rivets 
Burrs 
Specialties 
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“Y Every individual unit must meet Reed & Prince standards of a 
quality and accuracy. Whether finished plain, blued, nickel, 
brass, copper-plated, sherardized or hot-galvanized, it may be 
selected with the utmost confidence . 


REED & PRINCE MFG.CO, 


} WORCESTER, MASS.U.S.A. a 
WESTERN BRANCH arCHICAGO- IZ] NORTH JEFFERSON ST. 
SE al EEE 




















MILBRADT 
LADDERS 


Will pay for themselves in a 
short time by enabling you 
to wait on more trade, save 
the wear and tear on your 
fixtures and goods, as well 
as bring the appearance of 
your store up to date. 


Write for catalogue show- 
ing a large number of styles 
suitable for all kinds of 
shelving. 


Milbradt Mfg. Co. 
2411 N. 10th St. 
St. Louis, Mo. 
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The 








ULTIMATE Wringer ()7 
ANCHOR BRAND 
Best on Earth 
Warranted for Five Years 
LOVELL MFG. CO. Erie, Pa. —me}un 


Largest Manufacturers of Clothes Wringers in 


the World 














FORSTNER 
Labor Saving 


AUGER BIT 










Bores Any Arc 


of a Circle Many 


New Uses 


The Forstner Auger Bit, un- 
like other bits, is guided by its 
circular rim instead of its center, 
consequently it will bore any arc of 
a circle, and can be guided in any 
direction regardless of grain or knots, 
leaving a true polished surface. Takes 
the place of a chisel, gouge, scroll-saw, or 
lathe tool combined. For core boxes, fine 
and delicate patterns, veneers, screen work, 
scalloping, fancy scroll twist columns, newels, 
ribbon molding and mortising. 


Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 





ARMSTRONG’S 





Improved Nipple Holder 


No. 20 for No. 2 Stock 
Range %4—1” Right or Left 
No. 30—for No. 3 Stock 
Range 1—2” Right or Left 


The right nipple is always on the job 
when you carry one of these tools. 


The Armstrong Mfg. Co. 
Bridgeport 
Conn. 














Bight Hole Feeders Retail @ 15c., 





Are You Ready For The Baby Chick Season? 





Twelve Hole @ 25c. each. 


Millions of Baby Chicks will be hatched during the next few 
months, with a corresponding brisk demand for chick feeders, 
drinking fountains, hoppers and supplies. 

Poultry raising is popular and profitable almost everywhere, 
and the poultry man, whether professional, farmer, or back- 
— enthusiast, wants the right equipment to care for his 
ock. 

‘‘Moe’s Line’ is standard and com- 
plete, so you can supply every_ need. 
Have you our latest Catalogue No. 15 
in your files? If not please write for 
your copy to-day. 


Hoeft & Company, Inc. 


2305 Davis St. 
North Chicago, IIl. 





Famous Star Fount 
Retails for a Dime 
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“The Line That Keeps Moving” 


It takes steam to make the engine ‘‘Go’’ 


materials to keep tools m 
We've built “‘Go”’ as well as Quality into the complete line of ‘‘Threadwell’’ 


Tools. Get the Ca 


The THREADWELL TOOL CO., Greenfield, Mass. 


New York City Phil 
396 Broadway 


and it takes more than good 


adelphis Ps Cleveland San Francisco 
809 — 300 Wrigley 135 a 604 Missien 8&t. 








TRADE - MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX,and SACHEM BRANDS 


Clothes Lines, Masons’ Lines, Shade Cord 
Awning Line, Dumb Waiter Rope, etc. 


Send for catalog anc samples 


BRAIDED CORDS + COTTON TWINES 


Russell Jennings 


\\ NY 


\ 


\\\ 


3 \\ \ 


/ 


BA 


ASS 


\ 


SY 


tp Russell. Jennin 


Au ger Bits 


Satisfied 
Customers 


Profitable ‘ 
Sales 


ings } Mig. Co, 


Chester, 
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In 10c packets your customers want 


4 Sizes Advertised for 
No. 24—10 in Pkt. 26 Years 
No. 25— 6 in Pkt. Great Demand 
No. 27— 38 in Pkt. Good Profit 
No. 28— 2 in Pkt. Attractive 


24 Pkts. to a carton Counter Displays 















Moore 


Push-less Hangers 
a Constructed for 


(Glass Heads- Steel Points) Strength’’) 
To ‘Hang Up Things” in Homes, 
Offices and Schools. Ask your Jobber. 


¥ Moore Push-Pin Co.(,”*7* ) Philadelphia, Pa. 
e o.(,W87"¢ ) Philadelphia, Pa 









Moore 


Push-Pins 














McKimnon 
ALL STEEL 


Hose Reels 


LIGHT IN WEIGHT 
STRONGLY BUILT 
EASILY HANDLED 





Manufactured by 


McKinnon Dash Co. 
BUFFALO, N. Y. 














Osborne High Grade Punches 


Arch Punches 
Spring Punches Revolving Punches 


A vested ont attesting Hee Sr te Eee se Alse: 
Workers’, Trimm ee SS TT bs tt a 
quality. 
The above tools will please your customers, as well eas eur famous Reund 


Remember we have had $8 years’ of successful manufacturing 
skilled workmen 


Belt Punches 


et ear 
employ only and use the Gmest quality of materials is 
making our produsts. 
We stand back of every tool we make. Try ws. Write for Cataleg 
and Prices. 





Cc. 8. OSBORND & CO., NEWARK, N. J. 
ISHED 1826 














NAILS 
ZINC 
National U. S., Banner. Steel Gates. 


BANNER 
CONCRETE 
BALE TIES: 
TELEPHONE WIRE. 
WIRE for every purpose. 


American Steel & Wire 


WIRE 


BARBED: Elwood Glidden, Glidden ame 
Waukegan, awa Perfect, Ellwood Junio 


Company 


Chicago, New Yerk, Besten, 
Denver, Birmingham, Dalles. 
U. 8. Steel Products Ga. 
San Francisco, Los Angeles, 
Portland, Seattle. 


Am. Speetal, 


IKES, STAPLES Hot Galv’d Nails. 
INSULA: ULATED FENCES, yp A Revel, Anthony. 


Mn) STEEL POSTS. 
old eaieble | brands. 


(fo omer! 





Quick Delivery. Write us for selling plans. 
































pe lapbens 








ESTABL 
Bron METHODS, 


§ To orage facilities for. 


shelf stock—to make it poem ot and con 
venient for clerks and stock men to handle with 
absolute safety—to insure quick service for whole 
sale or retail trade — install one or more 
NOISELESS CUSHION TIRE STORE LADDERS. 


Deep tread chaps, Setengh and oN 
" overhead track system, firm CS 
eliminate vibtation and noise and anaes a ladder 
of ample strength for safety, convenience and A 
efficiency One style only-neat of design 40 
/f/ attractively finished —any height— > FF 
easily installed—meets most < fa) 











on request, 
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~-(CHICAGO) 


SPRING HINGES 
Th 





RPA rie PF 






Recognized 
Quality 


lor many years the Triplex has been considered by 
Architects, Dealers and Contractors as a Spring Hinge 
of Quality. — 
Being identified with quality goods is always an asset. 
Send for New Catalogue H42 


Chicago Spring Hinge Company, 


CHICAGO NEW YORK 
A, 
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POULTRY 
NETTING 


Your customers want Poul- 
try Netting that looks well 
and wears well. 


Superior Brand Poultry 
Netting has perfectly straight 
selvage. It is erected easily 
because it is perfectly straight. 
It is free from bags or humps 
and when in place will remain 
tight and free from sags. 


It is heavily and lastingly 
galvanized. Made in 2”, 114”, 
1” and 34” mesh in standard 
rolls of 150 lineal feet. Gal- 
vanized before and galvanized 
after weaving. 

It costs no more for the 
best. 


G. F. Wright Steel & 
Wire Co. 
Worcester, Mass., U. S. A. 





A Complete 
Line From 
One House 
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mickirlhhrs 


(Reg. U. 8S. Patent Office) 


WOOD SCREWS 
MACHINE SCREWS 

DRIVE SCREWS 

STOVE BOLTS 


Quality Service 
Samples Gladly on Request 
CONTINENTAL WOOD SCREW CO. 


New Bedford, Massachusetts, U. S. A. 












Larger Profits 
Smaller Investment 


There are many-advantages in 
selling the complete ACME 
line of Hand Sprayers, Dusters 
and Planters—all purchased 
from one jobber conveniently 
near you. Stock always com- 
plete—faster turnover with 
smaller investment. 


A Style to Suit 
Every Buyer 


The Acme line is complete—every 
practical style. The Acme factory 
is the largest in the United States 
manufacturing Hand Planters and 
Sprayers exclusively. Every Acme 
tool is thoroughly tested and fully 
guaranteed. Say to your customer: 
“If it isn’t all right, bring it back.” 


Dealer Selling Helps 


We keep the farmer and grower 
sold on ACME quality by yearly 
advertising in leading farm papers. 
Attractive literature, window signs 
and electros for your local adver- 
tising supplied without cost. Write 
for complete catalog, dealer plan 
and name of nearest jobber. 


POTATO IMPLEMENT CO, 


Dept.11 TRAVERSE CITY, MICH. 


































Every Acme Tool 
is Guaranteed 
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DEALERS WANTED EVERYWHERE Iron Fence, Gates 
wn Vases 
Se‘ttees 

General Iron 


and Wire Work 


CHAIN-LINK 
é WIRE FENCE 
Ask for Catalog 


THE STEWART IRON WORKS CO.,Inc., 225 Stewart Block, Cincinnati, O. 
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The Mark of Dependability 


On GOOD TOOLS means quicker sales and 
more repeat orders. 30 years of fine tool 
reputation behind every sale you make. 


ARMSTRONG BROS. TOOL CO. 


314 N. Francisco Ave. CHICAGO 




















Welding Compound is best by every 
test. Makes welding of any steel as 
easy as Iron. Stock it and increase 
your sales. 


Made only by 


ANTI-Borax CompPounp Co. 
Fort Wayne, Ind. 








HACK “TF JX NOX” saws 
rom SAD csncicn 


“The Toots in Lhe Paid Bor” 


AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. , EE 


HACK SAWS - BAND SAWS — SCREW ORIVERS - GLASS CUTTERS 














WINSLOW'S 
Skates 


The Samuel Winslow Skate Mfg. Company 
Worcester, Mass. 





Plain or enameled in 


STRATTO i. 
HANDLES 


Fer Small Tools, Utensils, Electrical Goods. Bte. 
Enameling, both bahed and air 


STRATTON MFG. CO. coma Maine 























“VICTOR” CLIPPER 


Send for Catalog 
ROBERTS MFG. CO. Somerville Station, BOSTON, MASS. 











AW WILLIAM AMS 
“SUPERRENCh” 


Chrome-Molybdenum Wrenches 
Thinner, longer, lighter, yet stronger. 
Guaranteed. iterature ? 


J. H. WILLIAMS & CO. 
“The Wrench People” 
New York BUFFALO Ohieago 











66 9? 
I Make the best Hammer 
D. Maydoile, 1843 
The popularity of Maydole Hammers among Ca arpenters, 
Machinists and Mechanics attests the fact that we've 


maintained the standard set by the founder of this 
business over 80 years ago. 


THE DAVID MAYDOLE HAMMER CO. 
Norwich New York 











Better Machine Screws 
for the Hardwaré Trade 





HARVEY HUBBELL, INC., Bridgeport, Conn. 











Fly Screen Cloth 


Attractive finish, durable 
quality. We can fill your 
orders promptly. 
Bro Write for prices. 
nze 7 . 
and Copper Spargo Wire Co., Rome, N. we 











Robertson “Horse Shoe Magnet” Hammers 


Permanent magnet which holds se ms, 

the tack in position for driv- SF 10! EEE 
ing. Awarded the Silver Medal “— 

(the highest offered) at the Panama-Pacific Exposition. 


Good profit. Write for price list. 
Name and design trade marks registered U. S. Pat. Off. 


ARTHUR R ROBERTSON 94 Portland St., Boston, Mass. 











Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quality 


CALDWELL MFG. CO. 


9 Jones Street Rochester, N. Y.” 








Donley Screen Door Guards 


Prevent bulging and _ sagging. 
Add to the life of the door. Five 
sizes to fit any door. Retails at 
75 cents and $1.00. 


The Donley Manufacturing Co. 
10585 Quincy Ave., Cleveland, Ohio 




















BROWN &S H. ARPE TOOLS 


a ats Sivaa’ Has Been No 


grown & Sharpe Qualits 
No ‘ 
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BROOKS for HOOKS 





Since 1848 


All Kinds of Special Wire Goods 
Made to Order 


Ask for prices on anything in this line. 


M. S. BROOKS & SONS 


Chester, Conn. 


What Brings Them Back 


for More? 


THE QUALITY 
THE DESIGN 
THE FINISH 








The Conneaut Shovel Company 
Conneaut, Ohio, U. S. A. 

















THE INFLUENCE OF MILLIONS 


of attractive advertisements yearly which create demand for Lorain 
Oil Burner toves ould mean greater profit for you. Get 
acquainted with the supremely good 1926 Lorain Burner. Consider 
the sales continually made by satisfied users and the wonderful 
reputation of the manufacturer. Only by selling Oil Cook Stoves 
cumgoct with the Lorain High Speed Burner can you share these 
profits. 


AMERICAN STOVE COMPANY St. Louis, Mo. 





Sidewalk Type 


Built _to last. Welded con- 
struction. Curved blade of 
special alloy steel permits 





user to pry under ice without 
Iren and 


stooping over. 








‘ The. New Design 
WHITE MOUNTAIN 


Triple Motion Freezer 
Backed by a half century of success 


THE WHITE MOUNTAIN FREEZER CO. Inc 


NASHUA, NEW HAMPSHIRE 








“dhe Fragrance of Flowers— Not the Odor of Otis.” 





for Furniture Floors and Woodwork 


Bouquet-Brownson Co. Ine. 


@ 


wooden handle types. 

Write for circular and prices. 
GIFFURD-WOOD COMPANY 
Main Office & Works: 7 Hill St., 
Hudson, N. Y. 
NewYork, Chicago, Boston, Pittsburgh 








To beat the water meter— 


GAYLORD 


WATER SAVING DEVICES 


Sales Office Factory 
A. K. TROUT CO., Inc. GAYLORD MFG. CO. 
Paterson, N. J. 


342 Madison Ave., New York, N. Y. 














WESCO TIRE CHAINS 
ARE GUARANTEED 


Western Chain Co. 


Chicago, U. S. A. 





TIRE CHAINS 


Handy Craft 


The New Steel Building 
Toy for Boys 
Retails for 75 Cents 
THE HART & COOLEY CO., ‘New Britain, Conn. 

















the all ’round Sharpener! 


Knife, scissors, sickle, anything, “Shar- 
pit” will keen-edge double-quick. It’s a 
wizard seller—low priced and good profit 
maker. Send for our special offer 






DAZEY CHURN 4 

MFG. CO. 

4301 Warne Ave. 
St. Louis, Mo. 


5 


SEYMOUR SMITH PRUNING SHEARS 


Line of Pruning 
Pruners. 


<8 


“ff 4 






and Tree 
ABSOLUTELY 
GUARANTPED 


Write for New 
Illustrated Catalogue. 





Vineyard Pattern 


nufactured b 


Ma ¥ 
SEYMOUR SMITH & SON, INC., Oakville, Conn. 
Sales Representatives: John H. Graham & Co., 113 Chambers St., New York. 


A Full and Complete 
Shears 














0. Lindemann & Co. 
"BIRD Seem 
CAGES Established 1863 


35-37 Wooster Street, New York 













THE FOWLER & UNION 
HORSE NAIL CO. 
HORSE SHOE NAILS 
OF HIGHEST GRADE 


Plant ef 
1000 MILITARY RD., BUFFALO, N. Y. 
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Classified Opportunities 








BUSINESS OPPORTUNITIES 
: - 


CASH FOR YOUR IDEAS 


$25 paid for each accepted design for counter display 
cases for Pocket Knives, Hunting Knives, Razors, 
Butcher Knives, or for any other article. Send sketch 
or model to World’s Largest Builders of Display Cases 
of Wood and Glass. SPECIALTY DISPLAY CASE Co., | 
Dept. 62, Kendallville, Indiana. 




















FOR SALE—FIRST CLASS UP-TO-DATE hardware store with sheet 
metal and roofing department. New Warren fixtures installed about one 
year ago. Oldest established hardware store in a city of 38,000 popula- 
tion, within 20 miles of Philadelphia. Will sell stock and fixtures and 
rent property or will sell as a whole. Stock will inventory $20,000.00. 
Address Box G-939, care of HArpware AcE, New York. 





CALIFORNIA COMPANY MANUFACTURING FASTEST selling 
tool on the market has an opening for a capable executive to take charge 
of eastern headquarters just opening. Well established with jobbers nation- 
ally. Jobbers’ orders now running far ahead of fp ted $25,000 invest- 
ment required. Address P. O. Box 235, Station F, Oakland, California. 





FOR SALE—GENERAL HARDWARE, PAINTS and furniture. Lo- 
cated in heart of irrigated section of the Arkansas Valley of Eastern 
Colorado. Sugar beets, alfalfa and small grain are the money crops. 
Stock and fixtures invoice $9,000.00. Must sell on account of failing 
health. Address Box G-935, care of HArpware AcE, New York. 


HELP WANTED 


ENAMELWARE AND ALUMINUM SALESMEN wanted to sell high 
grade lines direct to dealers. Good commission, also full commission on 
repeat orders. Give experience and territory fully in first letter. Address 
Box G-852, care of Harpwarge Ace, New York. 


WANTED—EXPERIENCED BUILDERS’ HARDWARE MAN for 
position with a firm located near Chicago. Must be capable of estimating 
all jobs. References required. Good permanent and responsible position 
for the right man. Address Box G-914, care of Harpware Ace, New York. 











HUSTLING SALESMEN wanted to sell on liberal commission basis 
our popular line of labor saving Magic Weeder Hoes to hardware trade. 
REICHARD MFG. CO., Bangor, Me. 





POSITIONS WANTED 











. [I WOULD LIKE TO REPRESENT 


a manufacturing concern who sells the retail hardware trade or 
jobbers. Have had over fourteen years successful selling to this 
trade for a large varnish concern. Also have a large acquaintance 
in New Jersey and Eastern Pennsylvania. Best of references. 
Address Box G-934, care of Harpwargp AGg, New York. 














FOR SALE—HARDWARE STOCK, FIXTURES and tools, located in 
Southern Michigan town of 2000 population. Annual business $45,000. 
Inventory can be made to suit prospective purchaser. II] health reason 
for selling. Address Box G-937, care of Harpware Ace, New York. 





WILL PURCHASE SMALL MANUFACTURING BUSINESS making 
staple article sold to hardware trade. Address Box G-916, care of Harp- 
ware AGE; New York. 





HELP WANTED 


SALESMAN WANTED BY MANUFACTURER AND JOBBER 
SELLING to hardware and lumber trade in upper New York City and 
Mount Vernon. One residing in this location and with car preferred. 
Excellent opportunity for one not afraid of hard work. State age, ex- 
perience and salary expected. Address Box G-927, car of Harpware Acgz, 
New York City. 








WANTED—SALESMEN FOR OHIO, MICHIGAN, Illinois and 
Indiana territory selling nationally advertised lines of Children’s Vehicles, 
Door Hangers and Hardware Specialties for large manufacturing concern 
established 43 years and well known to the trade. Mention age, experi- 
ence, salary wanted and first and second choice territory. HUNT-HELM. 


FERRIS & CO., Harvard, Illinois. 





WANTBD—LIVE WIRE SIDE-LINE SALESMAN, who will work, 
calling on retail hardware and drug trade, to represent large clock house, 
also Ingersoll Watches, on a commission basis. for Southern States. New 
York and Pennsylvania. Name territory. High grade references required. 
Give full particulars in first letter. INTERNATIONAL CLOCK & 
WATCH CO., 93 Federal St., Boston, Mass. 





WANTED—EXPERIENCED BUILDERS’ HARDWARE MAN sto 
take charge of builders’ hardware department, in hardware store located 
in Westchester County. Must be able to read blueprints. State experi- 
—_ ~ salary desired. Address Box G-940, care of Harpware AGE. 

ew York. 





MANUFACTURER OF FINE CUTLERY with national reputation has 
an opening for an experienced salesman for the States of Connecticut and 
Rhode Island. Applicant must hape automobile. Renumeration commis- 
sion and drawing account. Address M. A. Free, New England Sales 
Manager, CLAUSS SHEAR CO., 18 Wescott Street, Portland, Maine. 





WE ARE ANXIOUS TO SECURE the services of two competent build- 
ers’ hardware men. Muse be sober and industrious. State age and refer- 
ences; also whether married or single. Must be able to take off plans and 
make up schedules. Good salaries for right parties. Address Box G-911, 
care of Harpware Ace, New York. 





SALESMAN FOR NEW YORK CITY and environs by established 
manufacturer, to call on hardware, drug sundry and commercial stationery 
trade. State age, religion, business experience in full. Address Box G-928, 
care of Harpware Ace, New York City. 





SALESMAN WANTED TO CALL on retail hardware stores in Metro- 
politan District. WEINSTEIN & LEVINE, INC., 86 Warren Street, 
New York City. 





SPECIALTY SALESMAN WANTED to sell cutlery in Louisiana for 
4 - eee jobber. Address Box G-936, care of Harpware Acre, New 
ork. 





WHICH MINNESOTA HARDWARE DEALER or manufacturer will 
employ me—age 26, speak English and German. Had 7 years’ experience 
in retail and wholesale hardware, hotel and restaurant supply business in 
Germany; about to become American citizen. Don’t smoke or drink; de- 
termined to make good. GUSTAV TIMM, 3351 Oakland Ave., Minne- 


apolis, Minn. 





ADVERTISING MANAGER WANTS POSITION with large manu- 
facturer doing national business. Eleven years in advertising and sales 
promoiton of | Bane see and allied lines. Knows problems of manufacturer, 
wholesaler and retailer. Efficient and practical. Splendid record. Age 31. 
Married. Address Box G-926, care of Harpware AcE, New York City. 





WANTED—BY A CAPABLE HARDWARE MAN 44 years old, single, 
osition as traveling salesman, or outside salesman in big city, for manu- 
acturer of most any hardware, paint or kindred line or for big builders 
supply house, jobber. At present working inside. Address Box G-919, 

care of Harpware Acer, New York. 





SALES ACCOUNTS WANTED 


EXPERIENCED AND SUCCESSFUL HARDWARE MAN, 40 years 
of age, connected with one of best hardware jobbers in Middle West for 
24 = ,» would like to secure number of high grade lines to present 
to hardware, drug and department stores in ansas, Oklahoma and 
Arkansas. Connections effective April or May, 1926. Record of 20 years’ 
successful selling in this territory. Details of valuable background and 
sales experience for your products will be gladly given. Address Box 
G-888, care of Harpware AcE, New York. 








MANUFACTURER’S AGENT, covering tesrtieey from New York State 
to Salina, Kansas, and Louisville, , to Duluth, calling on hardware 
jobbers, machinists’ supply houses, wholesale grocers, etc., has place for 
one good line on commission basis. Same must have prospects of volume 
and repeat business. Address Box G-920, care of Harpware AcE, New 


ork. 





MANUFACTURERS’ REPRESENTATIVE WITH  HEADQUAR.- 
TERS IN Chicago, covering the States of Illinois and Wisconsin, and 
thoroughly acquainted with the hardware and department store trade, 
desires additional line in builders’ hardware, hardware specialties or tools 
for said territory, or any part of it. Address Box 7147-A, care of Harp- 
warE AGE, 1507 Otis Bldg., Chicago, Illinois. 





SALES ACCOUNTS WANTED—EXPERIENCED BUILDERS’ hard- 
ware salesman and executive desires representation of a few reliable manu- 
facturers of non-competing lines for New York City and adjoining territory. 
Can develop export sales. Drawing account and commissions for exclusive 
representation or commission basis only. Address Box G-923, care of 
Harpware Acg, New York City. 





SALES ACCOUNT WANTED—MANUFACTURERS’ REPRESEN- 
TATIVE with New York office and established trade calling upon whole- 
sale hardware, housefurnishing, automobile, radio, exporters and 5 and 10 
cent store syndicates, desires correspondence from reliable manufacturer 
of hardware or kindred lines on commission basis for New York City 
territory. Address Box G-842, care of Harpware Ace, New York City. 





MANUFACTURERS, ATTENTION: EXCLUSIVE REPRESENTA- 
TION of hardware and electrical goods by New York office. National 
clientele. Address Box G-938, care of Harpware Acer, New York. 











January 21, 1926 





HARDWARE AGE 97 


Classified Opportunities 





SALES REPRESENTATIVES WANTED 


NATIONALLY KNOWN EASTERN MANUFACTURER of glass 
door knob sets and garden hose nozzles as well as many other hardware 
a ag desires representation in the following states: Alabama, Arkansas, 

lorado, Delaware, District of Columbia, Florida, Georgia, Idaho, Indiana, 
Iowa, Kansas, Kentucky, Louisiana, Maine, Michigan innesota, Missouri, 
Montana, Nebraska, Nevada, New Hampshire, New Mexico, North Carolina, 
North Dakota, Oklahoma, Oregon, South Carolina, South Dakota, Tennes- 
see, Texas, Utah, Vermont, Virginia, Washington, West Virginia, Wiscon- 
sin, Wyoming, Canada, Alaska and Mexico. Give particulars, Address 
Box G-932, care of Harpware Aczg, New York. 


SALESMAN ACQUAINTED WITH METROPOLITAN _ hardware 
trade wholesale and retail, to sell paint brushes for a New York City 
manufacturer with a well established trade. Commission basis. Splendid 
opportunity. Addres Box G-942, care of HarpwarE AGE, New York. 











SALES REPRESENTATIVES WANTED 


WANTED—LIVE WIRE SIDE-LINE SALESMAN, who will work, 
calling on retail hardware and drug trade to represent a large clock 
house, also Ingersoll watches on a commission basis for Southern States, 





New York, Pennsylvania, Illinios, Indiana, Michigan, lowa, Missouri, 
Massachusetts, Vermont, New Hampshire, Maine and Metropolitan 
Boston. Name territory. High grade references required. Give ful 


particulars in first letter. INTERNATIONAL CLOCK & WATCH 
CO., 93 Federal St., Boston, Mass. 





MANUFACTURERS’ REPRESENTATIVES AND SALESMEN call- 
ing regularly on retail hardware, automotive and machinery supply dealer 
trade, to sell our complete line of Sturdibilt Tool Grinders on commission 
basis. Several good territories open. Exclusive territory. State fully sell- 
ing experience ,trade visited and territory covered in first letter. PRAIRIE 
DU CHIEN TOOL COMPANY, PRAIRIE DU CHIEN, WIS. 





WANTED—SALESMAN SELLING HARDWARE fobbing or large 
retail trade to handle an excellent line of hickory handles on commission 
as a side line. R. J THEREPLL LUMBER COMPANY, 343 South 
Dearborn St., Chicago, III. 


WANTED AGENTS WITH AN ESTABLISHED ROUTE in New 
York State to sell to the trade our paints as a side line. Paints highest 
ualit - Pvaaed guaranteed. Address Box G-931, care of Harpware AGz, 
ew Yor ity. 











The Ideal Salesman— 
Have You Found Him” 


The Classified Opportunities Section of Hardware Age 
is read by salesmen all over the country. 
The man you want will soon get in touch with you 
ae a small advertisement in this section. 

ry it! 











MANUFACTURERS’ AGENTS OR SALESMEN WANTED to repre- 
sent us in different parts of the United States and Canada to sell high grade 
line of tools. Splendid propositions for the right men. Will only consider 
experienced hardware or mill supplies salesmen. State fully your selling 
experience and territory you cover. Address Box G-905, care of HARDWARE 
Ace, New York. 


WE WANT EXPERIENCED “HE-MEN” to handle our line of house 
and mill brooms throughout Atlantic Coast and Southern States. Firm 
established 60 years. Liberal commissions. If you want a side line that 

ve you the extra that comes in handy—write us. MIDWEST 


will gi 
BROOM MFG. CO., Circleville, Ohio. 


WANTED—NEW YORK MAN NOW REPRESENTING out-of-town 
manufacturers and selling to department stores, jobbing trade or central 
stations to share office already established, with live agent doing business 
with same trade. Write, giving full details. Address Box G-941, care of 
Harpware AGE, New York. 


WANTED IN EACH PRINCIPAL CITY in United States, side line 
salesmen or manufacturers’ representatives or agents calling on hardware 
jobbers and large retailers, selling wrought hardware on commission basis, 
Address Box 269, care of HArpware AGE, 1402 Widener Bldg., Phila- 


delphia, Pa. 

















Confidence in bampin, Brand 


Tungsten Lamps is shown by 20,000 re- 
tailers and 500 jobbers who sell them. 
Consolidated Electric 
Lamp Co. 

DanVers, Mass. 


“‘Licensed under the General Electric 
Company’s Incandescent Lamp patents.’’ 





Faultless Caster 
C O m p By n y Manufacturers 


of all types of 
EVANSVILLE, INDIANA 


casters 























Get Your Seed Department Ready 


Now is the time to start making friends 
with attractive display cartons of Landreth’s 
Garden and Flower Seeds. Make up a list 
and let us quote you on our tested seeds and. 
Mixed Lawn Grass. Be sure of your stock. 


D. Landreth Seed Co., Bristol, Pa. 





Heimerdinger 
Improved 


<a ; = 
Grass Shears 
Because these shears éut better and wear better they will 
sell better. Try a few and be convinced. 


| W. C. HEIMERDINGER CO. 





114 W. Market Street Louisville, Ky. 






































Economy 
Hose Attachments 


For connecting hose to smooth 
faucets. Slips on and off easily. 
Economy Mfg. Co. 
6850 Germantown Arve. 
Philadelphia, Pa. 





American Can 





American Can Company 


Oil, Molasses and 
Dairy Gates 
Perfection Pattern. 
Made in All Styles. 


Syracuse Stamping 
Cc 














o. 
Syracuse, New York 

















\ = C\ QVAES PVA 


“They Havea Saou = | Seren 
Bull Dog-Grip?> ——— 





Manufactured by 
U. S. Clothes om Ce., Montpelier, Vt. 


Sales Dept. | 
1015S Union Bank Bidg., Pittsburgh, Pa. 


J. L. THOMPSON MFG. CO. 
Waltham, Mass. 
Tubular and Bifurcated 


=RIVETS= 


Scythes since 1812, Axes since 1800 


RIXFORD ¥F¢. co. 


East Highgate, Vt. 


i SCYTHES 














ICRAYONS 


FOR BVERY PURPOSD 


STANDARD Rayon Mics 














ELEVATORS 
DUMBWAITERS 


@ Energy Elevator Ce. 
211 New St. Philadelphia 


Write for ow cateleg 





Easily first in the manufacture of 


Tools for Stone-Working 
Send for our Catalogue—FREE 


TROW & HOLDEN CO. 


Barre Vermont 
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INDEX TO ADVERTISERS 





THB ADVERTISERS INDEX is published as 


a convenience and not as a part of the advertising contract. 


Every care will be taken to index correctly. 











No allowance will be made for errors or failure to insert. 
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SAND’S Arumnu LEVELS 


SAND’S LEVELS TELL THE TRUTH 





MASON’S ALUMINUM LEVEL 


-—_@- _j-_76___ji—_@r__ J 















































Why Not Display Them in 
Your Store Window? 


The illustration shows a Sand’s Level window 
display used by Rayl’s Hardware Store in De- 
troit. This display is said to have proved very 
effective and resulted in many sales of Sand’s 
Levels and other tools. 


One reason why Sand’s Levels are easy to sell 
is because they are universally known, being 


Nationally Advertised 


in the leading class publications. Mechanics 
are told about their permanent, factory built- 
in-accuracy and the extreme care taken to 
have every Sand’s Level right in every way. 


a 
nt hn” bem 


The very reason that the Sand’s plant is the 
largest of its kind is because the high standard 
of precision and inspection employed in the 
construction of Sand’s Levels has made them 
the undisputed leaders and the largest sellers 
in the world. 





Keep stocked through your jobber. If he can- 
not supply you, send us his name and address 
with your order. We'll see that you are sup- 


plied. 





Window’ Display of Sand’s Levels and Tools at 
a ESN T. B. Rayl Co.’s Hardware Store, Detroit, Mich. 


MASON’S WOOD LEVEL 


SANDS LEVEL & TOOL CO. 


8629-37 Gratiot Ave. Detroit, Michigan 
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N producing Galvanoid, one organization WICKWIRE SPENCER PRODUCTS 
mines and selects the ore, draws and tempers INCLUDE: 
the wire, weaves the screen and electroplates 
it with pure zinc, after weaving. 








Tell this to your customers. Show them the 
label on the roll. Tell them that its durability 
and even mesh have made Galvanoid a leader 


for over fifteen years. 


<a 
AMERICAN WIRE FABRICS CORPORATION “—— > 
SUBSIDIARY OF Wire Nails, Brads and Staples. 





Hex Mesh 


Hardware Netting 


WICKWIRE SPENCER STEEL COMPANY 
General Offices: 41 East Forty-second Street, New York 
Western Sales Office: 208 South LaSalle Street, Chicago 
Worceste! Buftalo Cleveland Detroit 
San Francisco Los Angeles Seattle 








Excelsior Galvanized Excelsior Wire 
Wire Clothes Line Picture Cord 





GALVANOID “== 


SCREEN WIRE CLOTH retest tome Goi 

















